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PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LID., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE 
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ACME 


TO THE 


LETTERS 


EDITOR 


How To Win 
Confidence In 
House Organs 


Sin —As one whom Brian 
Hilton has exhorted to take a 
more serious and_ responsible 
line in the editorship of house 
periodicals, 1 am prompted to 
scomment on his demand that we 
‘should “grapple with the thorny 
‘problem of greater productivity.” 

Those who are professionally 
‘concerned with the technique of 
‘advertising, will agree that it is 
“next door to impossible to put 
‘across a message which is likely 
‘to encounter strong _ sales- 
resistance, unless you have first 
‘won public confidence in the 
‘bona fides both of the sponsor 
‘of the advertisement and of the 
‘medium. Unfortunately neither 
‘of these essential prerequisites 
-has been established, at all gen- 
‘erally, in the field of industrial 
“communications in this country. 

Probably the most formidable 
‘difficulty is the extreme reluct- 

‘ance of the majority of British 
managements to provide their 
employees with any significant 
information about the state of 
the firm unless they have some 
immediate and obvious motive 
‘for doing so. The result is that 
’ when facts of this nature are dis- 
\ closed, even if they are facts of 
' the utmost importance to the 
- welfare of the employees them- 
selves, they are dismissed as mere 
propaganda. Worse still, the 
house organ which suddenly 
Steps out of its normal role of 
recorder of “hatches, matches 
and dispatches” in order to 
indulge in a_ self-conscious 
attempt at employee education, 
loses whatever acceptability and 
credence it may have enjoyed. 

Employee interest in the pro- 
ductive efficiency of a business is 
not something that can be 
switched on and off at will. 

To those managements who 
may be contemplating making 


—_—_ 

serious use of their house 
organs as an educative force, I 
urge the absolute necessity of 
treating the matter as one of long 
term policy and of concentrating 
first on the building up of 
confidence. This can only be 
done by allowing employees, 
through the house organ, to ask 
the sort of questions and to air 
the sort of opinions that interest 
them, and by giving frank, 
straightforward answers to the 


points raised. 
HOUSE EDITOR. 
(Name and address supplied). 


Moulding Opinion 

Sik,—Brian Hilton hit the nail 
on the head when he wrote— 
apropos the work of the Ameri- 
can Advertising Council—“What 
they do may not be wholly 
acceptable to the British. .. .” 

John Citizen is under the fond 
impression that he makes up his 
own mind about matters of pub- 
lic concern, What happens is, 
of course, that he does a piece 
of mental plagiarism and quotes, 
sometimes nearly verbatim, from 
a paper of his choice. 

But as soon as anybody, by 
means of advértisement, attempts 
to sell him a political or econ- 
omic idea, he is suspicious. The 
appearance of any such ads. in 
a house magazine strengthens 
that feeling. 

The Press is the moulder of 
public thought in the long run 
and the attempt to bring other 
pressure to bear would therefore 
fail. It would also create an 
unhealthy precedent. 

. REES BROWN. 
6/10 Whitfield Street, W.1. 


‘Space-Squeeze’ On 
Advertisements 


Sir,—It is not very good news 
for advertising agents and adver- 
tisers to learn that concurrent 
with increased prices to the pub- 
lic some newspapers will reduce 
the amount of space available for 
advertisements—nor is it clear 
why this should be so. 

Nor is it encouraging to be 
told that some publishers will 
continue to offer maximum sizes 


and so called special positions. 
This policy has, in our experi- 
ence, recently resulted in the ex- 
clusion of many advertisers who, 
for understandable reasons, were 
not able to order large spaces or 
to pay the disproportionately 
excessive costs of special posi- 
tions. 

A more popular policy would 
be to provide space for as many 
advertisers as possible with a 
much lower limit on maximum 
sizes. The total amount of space 
allowed for advertisements in 
each publication and in each issue 
would be filled by a greater num- 
ber of contented advertisers feel- 
ing they are not suffering from 
restraint of trade, publishers 
would be able to diminish those 
reputed back logs of unexecuted 
orders about which they moan so 
constantly, and the total revenue 
and profit would not necessarily 
decline. 

The goodwill this engendered 
with agents and advertisers would 
yield material benefits in the 
future when paper is more plenti- 
ful and publishing conditions are 
easier. 

MARJORIE BATEMAN, 
Joint Managing Director, 
S. P. O'Connor & Co., Ltd. 


The ‘Offer’ And The 
Contract 


Sirn—May I reply to Mr. 
Gerald D. Aubrey (May 10). 
There seems to be a misconcep- 
tion among publishers as to what 
constitutes a contract. 

A valid contract implies an 
“offer” and an “acceptance,” both 
of which are necessary. It may 
contain any conditions agreeable 
to both parties. If either party 
after acceptance does not fulfil 
the conditions, the other party, if 
the contract is legal, has the 
remedies prescribed by law. 

If the contract to which Mr. 
Aubrey refers was cancelled why 
did he or the publisher not en- 
force fulfilment or claim damages 
for breach of contract? The 
answer is, undoubtedly, that there 
was no breach of contract but 
merely a cancellation of the 
order under a condition embodied 
in the offer. 

Every publisher has the right 
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to accept or refuse an offer. There 
is no necessity to “stick together” 
to enforce this right as Mr. 
Aubrey — > think. 

GOODCHILD. 
114-115 sadione, E.C.1. 


Festival Posters 

Sin,—The special poster sites 
outside the South Bank Exhibi- 
tion are a credit to the designers 
and a very fine example to the 
billposting industry. 

As one who has been associ- 
ated with outdoor advertising for 
close on 40 years, | am convinced 
that the majority of hoarding 
users would willingly pay an en- 
hanced price if ail billposting 
were displayed on panelled sites 
with something like 15 to 18 in. 
between each poster. The bill- 
posters’ revenue would not be 
reduced: in fact it would most 
likely be increased. 

T. F. CARRINGTON, 

Director, T. F. Carrington 
Van-Posting Ltd. 

80 Fleet Street, E.C.4. : 


Lines From 


Other Letters 
BLANK SPACES 

During my travels on London's 
Underground, I have noticed for 
some time blank poster sites 
marked “Festival of Britain.” 1 
would be interested to know 
whether this is yet another 
“behind schedule” job. Are the 
Festival authorities paying for 
4 blank space?—Poster Gazer, 


* * * 


DIRECTORSHIPS 

Mr. Howlett’s “doubts on 
surveys” prompts the question 
has not the widespread duplica- 
tion of directorships been ignored? . 
There may be 750,000 director- 
ships but only 150,000 directors 
as individuals—John Mason, 25 
Florida Road, Thornton Heath, 
Surrey. 


Corseliy ll 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair London, W.!. 
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A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, £.c4 


This unsolicited testimony proves 
once again the unique pulling power 
of WOMAN’S WEEKLY and 
illustrates its tremendous influence 
and reader-confidence among Britain’s 
biggest buying classes. 

Many other advertisers have had 
similar experiences of WOMAN’S 
WEEKLY pulling power, which is 
yet another reason why its advertise- 
ment columns are always in such 
great demand... 
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The 148,000 men and women who take “‘ The Listener” take it to read carefully, 


slowly, thoroughly. This is because they are thinking people who do not take 


lightly their responsibilities as citizens. But if they are students of world affairs, 
they are also, many of them, leaders in the professions, in industry and in com- 
merce. An advertisement placed in ‘* The Listener ” is placed before those who buy 


good things—for themselves and for the organisations and bodies they represent. 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


Ali enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting House. Portland Place, London, W.1 


Higham Advertising 
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Trade Liaison Is The Path To 


Neon Appeals 
Allowed 


The Minister of Local Govern- 
ment and Planning has allowed 
the appeal by Franco-British 
Electrical Co., Ltd., against 
refusal of Wembley Borough 
Council to allow two neon signs 
on the “Frigidaire” factory at 
Wembley. 

The Borough Council con- 
tended that the height of the ad- 
vertisement would be injurious to 
the amenities and that~ the 
illumination would be likely to 
disturb residents. In the Minister's 
view, however, the signs will not 
be out of keeping with their in- 
dustrial background and will 
not be prejudicial to amenity. 

An appeal against a refusal of 
Surbiton Borough Council, act- 
ing on the instructions of the 
Surrey County Council, to allow 
two neon signs on the “Ace of 
Spades,” Kingston-by-Pass, has 
been allowed by the Minister. 

The Surrey County Council 
refused permission last October 
on the ground that the signs 
would distract the attention of 
drivers, but the Minister says that, 
after consultation with the 
Minister of Transport, he thinks 
the possible danger is not strong 
enough to justify refusal. 

Contractors are Signcrafts Ltd. 


Ad. Lights Ban 
In Ireland 


All outside electric signs and 
shop window lighting has been 
banned by the Irish Electricity 
Supply Board. Penalty for non- 
compliance with the Order is dis- 
connection from the supply. 

The Board state: 

“Consumption of electricity for 
the first three months of this year 
was 65 million units, compared 
with 25 million units for the cor- 
responding three months of last 


ear. 

“The Board is not in a position 
to continue to meet such an ab- 
normally high demand, and, in 
an endeavour to bring the situa- 


tion under control, has been 
obliged to impose restrictions on 
consumption.” 


Display Men Are Told | 


SUPPLY POSITION DISCUSSED: NO CALL 
FOR RETURN OF PAPER CONTROL 
Warning that if the exhibition, display and screen-printing 


trades do not achieve a greater measure of co- 


tion on 


matters of common concern they would “fall by the wayside” 


was given by Mr. Winstan Gordon, president, at a meeting of 


Producers and 


Appealing to other organisa- 
tions to move with the Associa- 
tion in its endeavour to develop 
“a wider conception of screen 
printing in advertising,” Mr. 
Gordon said that invitations to 
nominate members to join an ex- 
ploratory committee had been 
sent to the Master Sign Makers 
Association; the Exhibition 
Manufacturers Association; and 
the Association of Exhibition 
Contractors. 

“We throw out a challenge to 
the exhibition, display, and screen 
printing trades for a much greater 
measure of trade liaison,” he 
said. “We will go forward—with 
them or without them.” 

A number of experts at the 
meeting reported on the present 
Position with regard to materials 
used in display: 

Paper and board. Less than 
twelve months ago the average 
price of paper and pulp wasa little 
less than half its present price. 
But nobody wished to see paper 


UNIQUE PUBLICATION REVEALS VALUABLE MARKETS 


“* Local Government Service” offers high penetration at low cost 


L Ast week, in response to a 
surfeit of jocular barbs suggest- 
ing I was a difficult man to find, 
I resolved to clear my desk-top. I 
encountered a remarkable collec- 
tion of old schedules, orders and 
rate-cards. And, inevitably, I took 
to reading some of them. 

My attention was caught by one 
card which quoted rates £130 per 
page, or measured against circula- 
tion, 11/- thousand. ‘‘ This is 
the stuff” I said to myself and read 


on. The name of the publication 


control back again; during the 
war it had frowned very much 
on advertising, particularly 
' posters. In the U.S.A., 28,800,000 
tons of paper and board were 
used in 1950. 

Other comments were: 

“If you pay the price you can 
get any tonnage you want.” 

“It is not only spivs who are 
asking this money. Is there a 
code of standards among paper 
merchants?” 

Silk. Supplies of bolting cloth 
(a substitute for silk) can be 
maintained, with immediate 
deliveries, and at “prices that 
have been ruling before the 
increases.” 


—a equipment can 
be supplied, and prices are not 
increasing. 

Colours are affected by the 
shortage of sulphur and metals. 

Day-Glo. Mr. Geoffrey Dane 
(of Dane & Co., Ltd., makers of 
Day-Glo) said that towards the 
end of this month production on 
home orders would be started. A 
fifth colour, are yellow, would be 
produced. 


This balloon, advertising an 

electric bulb, floating over the 

west bank of the Rhine, was 

photographed by M. Neven Du 

Mont when visiting the inter- 

national photo exhibition in 
Cologne. 


NEWSPRINT BID 


Flying to Washington where 
he will take part in international 


Canada, where political 
servers feel the atmosphere may 


Advertiser's Announcement 


was L.G.S. — official journal of 
the National Association of Local 
Government Officers. Readership 
was 70°, male, and included Local 


Spotlight on Space — 
by Mediaman 


Government Officers and Admini- 
strative Workers attached to Town, 
Borough and County Councils, and 
in addition covered administrative 
workers of the Health Services, 


Electricity, Gas and Transport 
Industries, ranging from clerical 
grades to high executives. Circula- 
tion was stated to be 227,500. 
In fact, L.G.S. struck me as the 
ideal vehicle for general products 
such as men’s wear and accessories, 
as well as specialized items like 
building, engineering and office 


equipment. But for full details 
I refer you to Reginald Harris 
Publications Ltd., 12 Stanhope 
Row, London, W.1 — telephone 

Grosvenor 3879. ! 
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More Speakers Chosen for the Conference 


SHAWCROSS TO WELCOME 
DELEGATES : CHANGES 
TO STRENGTHEN AGENDA 


Sir Hartley Shawcross, President of 
the Board of Trade, will be among those 
who will extend a welcome to delegates 
when the International Advertising 
Conference opens in Central Hall, 
Westminster, on July 9%. 
additions have been made 
Conference programme. The number of 
home delegates registering had exceeded 


650 by Tuesday morning. 


The non-denominational _ ser- 
vice on Sunday, July 8, will be 
conducted by the Rev. Douglas 
Reed and the Bishop of Roches- 
ter will give the address. All 
delegates are being invited to the 
opening reception at the Dor- 
chester Hotel on Saturday, July 
7, and a pageant is being 
arranged as a pleasing variant 
from an ordinary floor show. On 
the Sunday afternoon all dele- 
gates are again free to attend the 
Garden Party being given at 42 
Hyde Park Gate, by Edward 
Hulton, chairman and managing 
director of Hulton Press. Cock- 
tails will be served. 


Quick Start 

To facilitate a quick start to 
the Conference, delegates will 
assemble at 9.45 a.m. on the 
Monday, in readiness for the 
official opening at 10 a.m. 

Several other speakers have 
been invited to give an inter- 
national endorsement when the 
Challenge to Advertising is 
accepted. These include George 
Patterson, governing director, 
George Patterson Pty. Ltd., 
Australia, Venkatrao Sista, man- 
aging director, Sista’s Ltd., Bom- 
bay, and Borge Rasmussen, of 
Politiken, vice-president, junior 
section, Danish Advertising 
Association, who will be speak- 
ing as a representative of Youth 
Scheme delegates. 


Helping Trade 

The Thirty Club of London 
are inviting leaders of overseas 
delegations to lunch at the 
Claridges Hotel on Monday and 
John F. E. Coope, the club presi- 
dent and deputy chairman, Daily 
Mirror Newspapers Ltd., will be 
in the chair. 

The president of the Nor- 
wegian Advertising Association, 
Torolf Becker, will take the 
chair for a discussion in the 
afternoon “What more can Ad- 
vertising do to help International 
Trade?” 

, Oversezs women presidents will 
be invited to the luncheon at the 
Savoy Hotel, organised by the 
Women's Advertising Club of 
London, at which Mrs. Walter 
Gifford, wife of the American 


Several 
to the 


Delegates’ Badge 


Ambassador, will be guest of 
honour, 

Advantage will be taken at the 
Conference to hold a private 
meeting of the Board of Direc- 
tors of the International Union 
of Advertising on the Wednesday 
and Thursday afternoons. On 
Wednesday also there will be a 
meeting of the executive of the 
International Federation of Pub- 
licity Clubs. Cyrus Ducker, 
director of The London Press 
Exchange, will be the speaker on 
Thursday morning when the 
Conference discusses “Develop- 
ments in Advertising Technique.” 

On Thursday afternoon a 
reception! to overseas advertising 
agents will be held at London- 
derry House with the Institute of 
Incorporated Practitioners in 
Advertising as hosts. That same 
evening the final of the Clubs’ 
Public Speaking Contest will be 
held from 6 to 8 p.m. at the 
Waldorf Hotel, and at 10.30 a 
special film gala will be held at 
the Odeon Theatre, with the 
J. Arthur Rank Organisation as 
hosts. 


Contribution of 

Market Research 

An additional speaker on the 
topic of “How Direct Advertis- 
ing Can Contribute to the Task 
of Selling in a Free World” at a 
specialised session on Wednes 
day, will be Stig Arbman, man- 
aging director, Arbman’s Agency, 
Stockholm. 

On the Thursday when a 
specialised session discusses 
“The contribution of Market Re- 
search in a free World” an ad- 
ditional speaker will be Bjorn 
Balstad, director, Gallup Insti- 
tutt Norsk. Subjects for the 
business session organised by the 
Association of Specialised Film 
Producers and the Screen Adver- 
tising Group will be “The Screen 
in the Service of Industry,” (a) the 
sponsored film in industry, (b) 
cinema screen advertising. 

“The Tasks and Responsibili- 
ties of Local Newspapers in a 
Free World” is now announced 
as the subject for discussion at 
the business session, organised by 
the Newspaper Society, at 
Church House. Westminster, on 
the Thursday afternoon. 


Exhibition Of Technique Wins 
Strong Support 


Many of the leading advertis- 
ing agencies of Great Britain 
have contributed exhibits for the 
“International Advertising Tech- 
nique To-day” Exhibition, for 
consideration by the selection 
committee, which is due to hold 
its first meeting shortly. 

Several big advertisers have 
also contributed material together 
with a representative selection of 
Government department and 
nationalised industry advertising. 

The following countries have 
already indicated that they will 
be sending materia! for selection 


by the end of this month: 

Australia, Denmark, Finland, 
France, India, Ireland, Italy, 
Norway, Sweden, U.S.A., Western 
Germany. 


In addition, Canada, Holland 
and Israel are making strenuous 
efforts to collect representative 
material for despatch. 


C. R. Casson, F.LP.A., chair- 
man of C. R. Casson Ltd., and a 
member of the publicity com- 
mittee, has joined the exhibition 
sub-committee to help in the 
task of selection. 


| Introducing More Delegates .. - | 


Among’ overseas’ delegates 
coming to the Conference are: 

J. Paul Hoag, president of 
Hoag & Provandie, Inc., of 
Boston. Mr. Hoag considers the 
importance of the Conference to 
be its attempt “to promote 
closer relationships between our- 
selves as citizens, to raise pro- 
fessional advertising standards; 
and to broaden our perspectives.” 

Bruno B. Binetter, director of 
an advertising agency, honorary 
secretary of the Israel Advertising 
Association, and honorary direc- 
tor of Public Relations for 
Maccabi—the World Jewish 
Sports Organisation. 

He is principally attracted to 
the Conference by its self- 
appointed tasks of “promoting 
international trade and under- 
standing; the study of Govern- 
ment advertising; and raising the 
standards of underdeveloped 
countries through advertising.” 
He hopes also, to introduce to 
the Conference Israel's advertis- 
ing possibilities and media. 

Erik Elinder, managing direc- 
tor of an advertising agency, 
vice-president of Svenska 
Reklamforbundet and of Stock- 
holms Reklamforening, and past 
vice-president of Nordiska 
Annonsorforbundet. 

He feels “that very effective 
publicity is only possible through 
international teamwork _ built 
upon open discussion of costs 
and results; isolation means 
either a stop or a decline—and 
free discussion within and beyond 
a country’s borders is a condition 
of continued progress in publicity 
as in other matters.” 

Henrik Kraft, advertising man- 
ager of Tuborg Breweries of 
Copenhagen, who has been in 
business for 26 years and is a 
member of the Council of the 
Danish Advertising Association. 

_ While in Britain, he hopes to 
discover that “the optimism and 
fighting spirit of Great Britain 
remains the same as always.” 

Carl Christian Hoffgaard, man- 
ager of Persil Kompagniet and 


a member of Dansk Reklame- 
forbund. He is principally 
attracted to the Conference by 
the opportunity it affords of dis- 
cussion on market research, 
display advertising and advertis- 
ing films. 

Among the 100 Youth Scheme 
delegates are: 

Nancy F, Graham (21), traffic 

manager of the C.K.Y. Broad- 
casting Station of Winnipeg, a 
member of the Women’s Adver- 
tising Club of Winnipeg, who 
hopes to specialise in public 
relations and sales promotion. 
_ T. E. Milner (21), an assistant 
in the advertising department of 
Esso Petroleum Co. (Ireland) Ltd. 
and a member of the Advertising 
Press Club of Ireland. 

S. S. O’Bradaigh (25), on the 
layout and copywriting side of 
Kenny's Advertising Agency of 
Dublin. 

Ishak I, Hakim (21), son of a 

director of the Societe 
Egyptienne de Publicite, at 
present studying engineering at 
Cairo's Fouad University. 
__ K.-B, Fellke (23) an advertis- 
ing assistant of Svenska Reklam- 
forbundet and a member of the 
Stockholm Advertising Club. 

_ Reggie Jacobson (27) a pub- 
licity consultant with Wezata- 
Melins A.B. of Goteborg and a 
member of the Gothenburg 
Publicity Club, who holds an 
economics degree from Gothen- 
burg Commercial University. 

Valwyn Edwards (23) a copy- 
writer specialising in radio ad- 
vertising with Richardson-Cox 
Advertising of Melbourne, and a 
member of the Australian Asso- 
ciation of Advertising Agencies. 

Silvio Skociaj (28) advertising 
manager of Stock S.A. Distillery 
of Trieste. 

Pieter Sellmaier (20) son of 
the owner of Bayerischer Wer- 
befachverband. 

Mrs. E. Draer (24) an assistant 
publicity manager and a member 
of Syndicat des Cadres et Tech- 
niciens de la Publicite and of 
the Societe des Publicitaires 
Brevetes. 
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Advertising As A Bridge 


Across The Frontiers 


THEME FOR HAMBURG CONGRESS: 
BRITISH SPEAKERS PROMINENT 


WE 


UBERBRUCKT LANDERGRENZEN 


BUR: 


~ VOM 18-19. MAI 


The Conference poster. 


‘Mystery’ Over 
New Pulp Plan 


Sir Hartley Shawcross, Presi- 
dent of the Board of Trade, 
denied in the House of Commons 
knowing anything about the new 
source of development for news- 
print pulp that has been referred 
to by Mr. W. T. Curtis-Willson, 
past president Newspaper Society. 

Asked whether he would give 
the necessary encouragement for 
the development of the new pro- 
cess in this country, he replied: 

“I should like to have further 
information first about what 
really is the new process.” 

Mr. W. Nally: “In discussing 
whatever use may be made of 
newsprint accruing from new 
processes, will my right hon. and 
learned friend make representa- 
tions to the president of the 
Newspaper Society pointing out 
the undesirability of using news- 
print for literary efforts like ‘The 
Passionate Poet’ and columns of 
football pool permutation tips?” 


MORE SELLING 
PRICE INCREASES 


Among the latest selling price 
increases announced are: 

The Universe from 2d. to 34.; 
the Surveyor from 9d. to Is. 
(july); Wolverhampton Express 
and Star from 14d. to 2d.; 
Readers Digest 1s. 3d. to 1s. 6d. 
(June); Journal of Education 
Is. 6d. to Is. 10d. Mid-weekly 
issue of the Surrey Comet now 
costs 14d. Rochdale Observer is 
increased from Id. to 2d. on 
Wednesdays and from 2d. to 3d. 
on Saturdays, Harrogate Adver- 
tiser from 3d. to 4d. 


The second post-war adver- 
tising congress is now being 
held in Hamburg. Organised 
by the Central Committee of 
German Advertising Economy 
and with Government nota- 
bilities on its honorary com- 
mittee, the three-day congress 
has as its theme: “Advertising 
as a bridge across frontiers.” 

All the delegates are speaking 
in German. England, with three, 
has the largest representation 
within the main lecture frame- 
work; they are: 

G. P. Vigart, research officer, 
British Export Trade Research 
Organisation, who will speak on 
market analysis for export adver- 
tising; C. E. Friedmann, director 
overseas department, Mather & 
Crowther Ltd.—the basis of the 
publicity agency’s work; and 
Peter de Peterson, J. Walter 
Thompson Co., Ltd.—applica- 
tions of advertising interna- 
tionally. 

Other speakers and subjects 
are: 

Max Sherover, U.S.A., presi- 
dent, Linguaphone Institute of 
America—The importance of 
trademark labels in America; 

Pierre-George Bastide, France, 
honorary vice-president, French 
Federation of Publicity and 
secretary-general, International 
Union of Publicity—Advertising 
as a civilising factor; 

Prof. Arthur Lisowsky, Switzer- 
land, Highschool for Economy, 
St. Gallen—Advertising psych- 
ology; 

W. H. van Baarle, Holland, 
vice-president, International 
Federation of Technical and 
Periodical Press, Paris—Means 
and resources of export publi- 
city; 

Egon Juda, Germany—German 
advertising : retrospect and 
prospect; 

Ernst Giinther, Sweden, mem- 
ber, committee of Swedish Adver- 
using Association—Productivity 
of advertising; 

r. Carl Hundhausen, Ger- 
many—Public relations. 

Examples of the work of Ger- 
man publicity experts are being 
exhibited. 

The congress is sponsored by 
the Mayor of Hamburg. and the 
Minister for Political Economy 
Prof. Dr. Erhard will address 
delegates on how advertising can 
serve political economy. 


NOT FOR SALE 

Key Publicity, of Ealing. state 
that a number of their friends 
have wrongly assumed that they 
are the West London direct mail 
organisation advertised in ADVER- 
TISER’S WEEKLY as being for sale. 
They wish to make it clear that 
their business is not on the 
market. 


The Metal Box Company have produced souvenir containers to com- 


memorate every great national event during the last 50 years. 


Here 


are three boxes produced by the company for the Festival of Britain. 


HOW TO PLAN 
THE ADVERTISING 
APPROPRIATION 


How can advertising, under 
present-day conditions of econ- 
omic uncertainty, shortages and 
market fluctuations, be planned 
so that every penny pulls? 

Much light is thrown on this 
problem by advertising agents and 
advertisers who contribute to the 
annual Planning Number of 
Advertiser's Weekly,” to appear 
ext week. 

The whole subject of planning, 
from preliminary research to 
selection of media, is compre- 
hensively covered, and sections 
deal specificaily with basic plan- 
ning policy, with media planning, 
and with p!anning for department 
store advertising. Two leading 
agents explain in detail how they 
would advise a new client. 


Brochures Can 


‘Boomerang’ 


Well-produced and illustrated 
“chairmen’s statements” and 
brochures should not be over- 
done, Mr. E. D. O'Brien, public 
relations adviser to the Rootes 
Group, told the Institute of 
Public Relations. 

A shareholder should not be 
induced to think: “By jove, this 
is a jolly expensive production. 
It must have cost a great deal to 
go out to all of us!” 

Mr. O'Brien was speaking on 
“stockholder relations.” a field 
of public relations which, he said, 
received great attention in the 
U.S. Companies there went to 
great expense to produce, not just 
a balance sheet, but an explana- 
tion, usually pictorial, of where 
the money went and how the 
profits were apportioned. 

It was of no small importance 
to show the employee that, with- 
out capital to create employment. 
his job could not exist; and it 
was also desirable that the stock- 
holder should receive information 
in an easily digestible form. 


‘Mail’ Reply To 
‘Express’ Ad. 


Rival claims by the Daily 
Express and Daily Mail appeared 
in quarter-page advertisements on 
separate pages of last week's 
Recorder. 

The Daily Express repeated its 
claim to be “first among national 
newspapers in advertising 
revenue.” 

The Daily Mail claimed “first 
preference by advertisers,” and 
quoted the following figures of 
display advertisers over the 
last twelve months from the 
“National Press Space Baro- 
meter™ published by a trade 
paper: 

Daily Mail 11,374 
Daily Mirror 10.266 
Daily Express 9.016 
Daily Herald 8,373 

Says the advertisement: “The 
Daily Mail leads as the first 
choice of advertisers in every 
national advertising campaign, 
for it is recognised as the most 
powerful advertising medium in 
the world.” 

The ‘Daily Mirror’ 

In a story last week headed 
“Express Ad. Lists Rivals’ 
Revenue Too” we quoted the 
chairman of the Daily Mirror as 
having stated in 1949: “Adver- 
tisers enjoy in the Daily Mirror 
a more economical rate per 
thousand copies than any other 
newspaper in the British Isles.” 
This was a printer's error. It 
should. of course, have read 
“than in any other daily news- 
paper. 


. 7 
Irish Export Drive 
A new organisation, the Irish 
Exporters’ Association, has been 
formed by a group of leading 
Irish industrialists to foster Irish 
overseas trade. It is intended, as 
part of the operations. to pro- 
mote schemes of market research 
and organise trade exhibitions at 
home and abroad. 

Phe sneeies has been 
registered as a public company, 
limited by guarantee. — 
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To tie up with the objective of the Festival Exhibition at James 

Beattie Ltd., Wolverhampton, which was to show the growth of local 

industry, the Goodyear Tyre & Rubber Company departed from their 

usual product display for this event and used a stand miniature model 

of their factory, coloured to show its growth in the 24 year period 

that it has been established in the town, in a special display created 
by Cooks Display Productions Ltd. 


Lord Mayor Will 
Fete Publishers 


Mr. J. Chuter Ede, Home Secre- 
tary, will be the guest of honour 
at a dinner at the Mansion House 
next Friday, in connection with 
the fourth annual congress of the 
International Federation of News- 
paper Publishers, which has been 
arranged by the Newspaper 
Society. 

The Lord Mayor of London, 
Alderman Denys Lowson, will 
preside. 

Also attending will be Mr. 
Ernest Davies, Parliamentary 
Under-Secretary, Foreign Office, 
and a number of ambassadors of 
the countries represented at the 
Congress. 

The British delegation consists 
of the following officers of the 
Newspaper Society: Messrs. Eric 
M. Clayson, president; W. T. 
Curtis-Willson, immediate past 
president; Kenneth Brown, senior 
vice-president; T. G. Moore, 
junior vice-president; H. G. 
Clarke, treasurer; and H. R. 
Davies, director. 

The business sessions will be 
held in the ancient Apothecaries 

Hall. A reception at Hampton 
Court, a visit to Stratford-on- 
Avon, and luncheons at the Savoy 
and Claridges are included in the 
social programme. 


High Honour For 
House Organ 


National Post, house magazine 
of the National Cash Register 
Co. Ltd., has for the second con- 
secutive year received the 
honourable award of the Inter- 
national Council of Industrial 
Editors. The Council organises 
each year a world-wide contest 
of house magazines which are 
judged by accomplishment of 
purpose, editorial appearance 
and production achievement. The 
National Post received 93 out of 
a possible 100 points, a very good 
result. 
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Joint Action Against Agents Who 
Default In Pakistan 


ODD SP@T 


were visited by a traveller 
offering a form of plastic 
lettering which would stick to 
glass or any other material 
without the aid of bolts, gum 
or any other form of adhesive. 


The firm were not particu- 
larly interested and left the 
sample stuck on the wall out 
of harms way. The other day 
a member of the staff noticed 
the piece of lettering still 
clinging quite securely to the 
wall. The were most 
impressed and are hunting the 
makers, whose identity they 
have forgotten. 


| BID TO IMPROVE 


TRADE PRESS ADS 


“A trade paper editor takes 
special pride in the advertisement 
pages of his paper because in his 
type of publication they have be- 
come an essential part of the 
trade information service and as 
much a section of the regular 
reading matter as the remainder 
of the text.” 

Making this point in a talk to 
the Radio Industry Club, Owen 
Pawsey, editor of Odhams Electri- 
cal and Radio Trader, said: 

“That big bulk of advertising 
pages which is characteristic of a 
trade paper's service, is a valu- 
able cross-section catalogue of 
the trade, and, properly formed, 
can be a mine of trade informa- 
tion. 

“Moreover, the advertisement 
pages give the producer a chance 
to present his own information in 
his own way which may some- 
times differ from that of the edi- 
torial, and thus a true balance is 
maintained.” 

Trade Press advertising had 
long been the Cinderella of the 
publicity world, and they felt 
particular satisfaction in know- 
ing that efforts to improve its 
standard were now being made 
by the Incorporated Advertising 
Managers’ Association. 

Mr. Pawsey concluded by 
pointing out that the manufac- 
turer, wholesaler, retailer, and 
trade organisation, who wanted 
the trade Press to sponsor their 
causes, had a duty to keep it in- 
formed of all that went on, all 
the time. 


Birth List Helps Heinz Baby Book 


Between 160,000 and 170,000 
copies of a brochure on modern 
baby feeding sponsored by Heinz 
Co., Ltd., have been distributed 
in six months. 


Demand for this bcoklet was 
created in three ways; primarily 
through a birth list compiled 
with the aid of grocers who 
notified Heinz of new registra- 
tions of green ration books, 
through incidental mention in 
Heinz advertisements for their 
strained foods, and by editorial 
publicity. 

Although the book, “From 
milk to mixed diet” was referred 
to only in “buried” offers in ad- 
vertisements, requests were re- 
ceived as long as four months 
after the publication of certain 
women’s journals. 

The book itself is attractively 
produced with 32 pages. Little 
reference is paid to Heinz in par- 
ticular, the publishers remaining 
anonymous. 

Agents Young & Rubicam Ltd. 
have built the advertising cam- 
paign for Heinz strained foods 
round a policy of education and 


information on the benefits of 
mixed diets for babies starting 
from the age of three or four 
months. Copy is based on a 
policy generally edvocated by 
doctors and welfare clinics. 

No special emphasis is laid on 
Heinz strained foods, the clients 
feeling that if mixed diets are 
more generally adopted by 
mothers then Heinz will auto- 
matically benefit. 

Until now the campaign has 
been running in both national 
papers and women’s magazines. 
But in view of the definite appeal 
of the campaign to mothers con- 
centration will now be on 
women’s magazines and during 
the next few months advertise- 
ments will appear in  twenty- 
seven of this class of media. 
Advertising will continue in 
medical journals and grocery 
trade papers. 


The new monthly magazine 
Country Fair, edited by Mac- 
donald Hastings and A. G. Street, 
has appointed Dudley Turner & 
Vincent Ltd. as advertising agents. 


This resolution was adopted at 
the annual meeting of the Paki- 
stan Newspaper Society: 

“Whereas it has been brought 
to the notice of the Society that 
some advertising agencies have 
constantly failed to reimburse the 
amount outstanding against their 
advertisements, and whereas it 
has been noticed that despite the 
repeated reminders by the in- 
dividual newspapers and warn- 
ings by the Society, these adver- 
tising agencies have failed to 
make regular payments: 

“This annual meeting invests 
the executive committee of the 
Society with powers to disac- 
credit all such agencies. 

“It further resolves that a 
joint action be taken by members 
of the Society against such de- 
faulting agencies, in suspending 
their business under the advice 
of the executive committee.” 


Golf 
ODHAMS SPRING 
MEETING 


Seventy members of Odhams 
Press Golfing Society took part 
in the spring meeting at Walton 
Heath. 

The captain’s prize was com- 
peted for on the Old Course and 
was won by R. Quint (Watford 
bindery warehouse), whose net 
score of 75 was equalled by W. H. 
Tomblin. 

The prize was awarded on the 
last nine holes which gave Mr. 
Quint half a stroke lead. 

A Stableford Competition on 
the New Course for the Lord 
Southwood Bowl was won by F. 
Harrison (chief production engin- 
eer, Watford) with 34} points. 
Best scratch score of the day was 
returned by R. S. Johnson (Man- 
chester office) with an 82 on the 
Old Course. 


Kemsley*Cup 


George Spencer, advertisement 
manager of Scotsman Publica- 
tions Ltd.. won the Kemsley Cup 
at the spring meeting of Glasgow 
Club’s Golf Circle at Western 
Gailles. Other winners were: 

Ist Class: E. L. Yule, Osborne 
Peacock Co., Ltd. (President's 
Prize); H. Love, Scottish Oils and 
Shell Mex; F. D. Greenhill, club 
treasurer. 

2nd Class: George Spencer 
(S.P.A.N. Prize); J. C. Barr; and 
J. T. Jack, Watson-Brown Adver- 
tising Ltd. 


ROLL UP 
The annual Fleet Street Bowls 
Match, for the Belfast News 
Letter Trophy, between adver- 
tising agents and newspaper 
representatives, will again be held 
at the Parsons Green Bowls Club, 
on Thursday, June 7. 
Advertising agents’ representa- 
tives who wish to play should 
apply to Mr. J. G. Bottell. direc- 
tor, Alfred Pemberton Ltd.; and 
newspaper representatives to Mr. 
Albert Farr. of Psychology. 
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j Club News 


Manchester 


Publishers Who 
Refused ‘Eagle’ 


The Rev. Marcus Morris, 
editor and founder of the Eagle, 
revealed at a luncheon meeting 
of the Manchester Publicity 
Association that several leading 
London publishing houses 
“missed the boat” when he 
approached them about launch- 
ing the paper. 

“They said it couldn’t be pro- 
duced, that it wouldn’t pay, that 
there was no need for it, and so 
on,” he told members. 

After spending over £50,000 
launching it, Hulton’s had got 
circulation up to “well over the 
three-quarters of a million 
mark.” Within a week of form- 
ing the Eagle Club, 60,000 appli- 
cations were received. 

Mr. Morris told how he, aided 
by Mr. Hampson (artist) and a 
journalist produced dummies of 
the paper in a shed at Southport. 

Several heads of leading Man- 
chester schools heard Mr. Morris. 


North Wales 


Going Ahead With 
Group Activities 

A meeting of the Club Council 
was held at Colwyn Bay under 
the chairmanship of Arnold E. 
Jones. The Council received with 
regret the resignation of F. W. 
Jefkins, secretary, owing to his 
new appointment in London, and 
G. S. Holmes, “Meersbrook,” St. 
Hilary’s Drive, Deganwy, was 
elected secretary pro tem. 

The Llandudno, Colwyn Bay 
and Conway group is going ahead 
with group activities and the first 
two events are planned. 

On May 25 a “Making A 
Slogan” evening will be held at 
the Imperial Hotel, Llandudno, 
at 7.30. Methods of sloganising 
will be studied, and then those 
present will construct slogans for 
a hotel, a shop and a standard 
product. 

On June 13 at 3 p.m. the Club 
members will be invited to see an 
advertising agency in action, 
when a visit has been arranged 
to Good Publicity Limited, Col- 
wyn Bay. 


J 
Triple Contest 

The Midland area eliminating 
competition in the national ad- 
vertising public speaking contest 
will be held on Saturday after- 
noon at Geisha Cafe, Coventry. 
The contestants are Wolver- 
hampton Publicity Club, Publi- 
city Club of Leicester, and 
Coventry Publicity Association. 

Judges will be H. C. Longley 
of H. C. Longley Ltd. (Birming- 
ham), Douglas Cranston of the 
Central Office of Information, 
and Rev. J. McCulloch of War- 


£100 Million On Ads. In A 
Year, Whitworth Estimates 


an estimate of £100 million. 

He added that it was hoped 
that results would be made 
known before the International 
Advertising Conference in July, 
of the survey in which LS.B.A. 
were co-operating with the 
Advertising Association to assess 
the volume of advertising expen- 
diture in 1948. 

One of the main objectives of 
the Society was to co-operate 
with all sections of the industry 
—publishers, agencies and others. 
It was part of the Society’s work 
to keep close watch on all 
channels of publicity and ensure 
that advertisers got as much 
value as possible for their 
money, and that the cost bore 
some relation to the cost of pro- 
ducing the goods which advertis- 
ing was employed to sell. 


Basic Truth 


It was not unreasonable to 
expect advertisers to pay a con- 
siderable proportion of news- 
papers’ increased production costs 
but they objected very strongly 
to paying all of them, as they 
had done up to the present. 

Only in this country, said Mr. 
Whitworth, was the price of a 
newspaper, until May 7, the same 
as before the war. 

Although advertising was still 
a comparatively young industry, 
basic truth in advertising had 
been found to be the only policy 
that paid jin the long run. Exag- 
gerated claims might sell a 
product once—but never a second 
time. 

Describing his organisation as 
an “advertiser's protection 
society,” Mr. Whitworth referred 
to the task of the vigilance 
department. 

“It is clearly in the general 
interest.” he observed, “that 
those who try to exploit adver- 
tisers to their own advantage 
should be shown up. This is by 
no means easy—because those 
concerned do not usually do any- 
thing actually illegal.” 


Over 12,000 Items 
Of Publicity 


“Most efficient medium of ad- 
vertising a holiday resort is 
the Press.” Cr. Tom Leigh told 
the annual meeting of Abergele 
Publicity Association. 

Some 12,107 items of publicity 
material had been sent out in the 
U.K. and to nearly a dozen 
countries overseas. 

Cnty.-Cr. Goronwy Owen was 
elected president. Arthur Pearson 
chairman, and Cr. Leigh secre- 
tary. 


The Glamour Of 


Commerce 


The tourist attitude to Glasgow 
was depriving the city of its 
place as a centre of interest to 
visit, the Hon. Wm. Buchan, 
newly-appointed editor of the 
British edition of the Readers’ 
Digest, told members of the Pub- 
licity Club of Glasgow, at their 
end-of-session luncheon meeting 
on Friday. 

In Glasgow, he had found a 
city rich in its architecture and 
presenting the glamour of com- 
merce. 


Dublin 
In Lighter Mood 


William Howard Taft III, 
assistant chief of the E.C.A. 
Mission to Ireland, shed his 
official cloak for 30 minutes to 

ive a light-hearted talk on 
reland to members of the Publi- 
city Club of Ireland at their last 
luncheon meeting of the 1950-51 
session in the Metropole, Dublin. 

A vote of thanks to the speaker 
was proposed by Liam Boyd, 
Irish manager, Trans World Air- 
lines, and seconded by Frank 
fiugh O'Donnell. Edward F. 

acSweeney, chairman, presided. 


Nottingham 
New Officers 


At the annual meeting of the 
Publicity Club of Nottingham, at 
the Victoria Station Hotel, the 
following officers were elected: 

Cr. E. M. Durham, president. 
G. H. Parker, chairman. Vice- 
chairman: R. W. Wright. C. J. 
Pearce, treasurer. Miss E. L. 
Green, hon. secretary. 


ADVERTISER'S WEEKLY 
ice 
Value Of Publicity 


Addressing the Publicity Club 
of Leeds last week, J. W. Barnett, 
Chief Constable of Leeds, said 
he considered the names and 
addresses of juvenile delinquents 
should be published in the news- 
papers, and he would welcome 
more publicity. He also felt that 
the parents should be punished in 
persistent Cases. 

Mr. Barnett said the Leeds 
force was losing men in greater 
numbers than ever before since 
the war, and the reason was be- 
cause in 90 per cent of cases the 
men could get better jobs in in- 
dustry. 


20 QUESTIONS 


A Festival Year atmosphere 
was given to the dinner of the 
Women’s Advertising Club when 
they and their guests were enter- 
tained by members of the BBC 
Twenty Questions team. 

With John Arlott acting as 
Questionmaster, Jack Train, 
Anona Wynn and Joy Adamson, 
who had with them lan Messiter 
the producer, gave a brilliant ex- 
position of their skill. 

Objects to be named included 
“a lost wisdom tooth,” “a snooker 
ball,” “pink elephants,” “a 
woman hater,” “a false chignon,” 
“jack-of-all-trades,” “a senna 
pod” and “a monsoon.” 

Admiring tribute to the diplo- 
matic qualities of the Club’s pre- 
sident, Miss Doris Richardson, in 
getting the team to attend the 
dinner was paid by Anona Wynn 
and by Jack Train. 

Miss Barbara Hancock, second- 
ing a vote of thanks proposed by 
Miss Eunice Kidd, said she 
hoped the team would set up an 
information centre where adver- 
tising agents could learn how to 
find out in twenty questions what 
their clients wanted. 


Machines and 
Merchandise 


A cottage scene in the early days of the hand-frame stocking industry 


is part of a special display by I. 


& R. Morley Ltd. at the Singer 


Building, City Road, E.C.1, to mark the centenary of the Singer 


Sewing Machine Co., Ltd. 


It was arranged in co-operation with P. H. 
Whitney-Coates, assistant sales manager of I. & R. Morley. 


Other 


sections of the display demonstrate the part played by Singer machines 
in the production of Morley merchandise. : 
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Directors Are 


Honoured 


The following have been 
elected Fellows of the Institute 
of Directors: Miss L. Champion 
and J. C. Naake (Mills & Rock- 
leys), F. W. Clements and D. L. 
Thorn (F. A. Clements, Chat- 
ham), Mathew P. Crosse (Rumble 
Crowther & Nicholas), James 
Hargreaves at. 1 Edgar M. Hughes 
(Irwell Springs Printing Co.). 
Arthur Hughes (Technical and 
General Advertising Agency), 
A. I. M. Learmouth (Andrew 
Whyte, Sons), Rt. Hon. M. S. 
McCorquodale (McCorquodale & 
Co.), Donald H. McCullough 
(F. C. Pritchard Wood and 
Partners), J. K. Myers and H. R. 
Wilson (Young Myers & Co.). 
Harry Newman (Newman 
Neame), P. H. Palmer (Allardyce 
Palmer), H. C. Timewell (Stuart 
Advertising Agencv), A. Maurice 
Warlow (Carden Press). 

* * * 


D. Buckland-Smith, Press and 
publicity chief of Belle Vue, 
Manchester, and chairman of the 
Press section of the Manchester 
Publicity Association was wel- 
comed back at the Association's 
last meeting after a long and 
severe illness. 

* * * 

Miss Mary Gilbert, women’s 
Press liaison officer, of the 
British Electrical Development 
Association, has been elected 
president of the London and 
South Eastern Counties’ divi- 
sional union council of the 
Soroptomists. 

+ . 7 


Ghulam Hussain Thaver, of 
Dawn, has been re-elected presi- 
dent of the Pakistan Newspaper 
Society. 


W. H. van Baarle, past presi- 
dent, Netherlands Periodical Pro- 
prietors Association, who recently 
became a Knight of the Legion 
of Honour in France, has now 
been made an officer in the Order 
of Orange Nassau. 

* * o 

New members of the British 
Direct Mail Advertising Associa- 
tion are: A. S. Stevens—assistant 
advertising manager, Industrial 
Tapes Ltd. Charles L. Yates— 
district sales manager, Trans 
World Airlines Inc. T. L. J. Piers 

managing director, Billy Tools 
Co., Ltd. G. Mann—director, 
Park Trading Co. (Publishers) 
Ltd. William Hugo S’Jacob— 
sales manager of the Society for 
Chemical Industry, Katwijk. 
Holland. 

* * * 


Claude F. Reed, of G. Street 
& Co.. Ltd., left on the “Tle de 
France” yesterday (Wednesday) 
for the Canadian International 
Trade Fair at Toronto. 

* * * 

Mrs, Catherine G. Conner has 
been appointed to the staff of 
Selby Stores as Press relations 
officer. 

* * * 

C. Roderick Gallant, a past- 
chairman of the Publicity Club 
of Leeds, has been elected presi- 
dent of the Yorkshire Society of 
Southerners. 

* * * 

R. L. Ireland has been ap- 
pointed publicity assistant, public 
relations and publicity depart- 
ment, British Railways (Scottish 
Region), Glasgow. 

+ * * 

G. K. Jeannette, who brought 
out Musical Digest in 1947 and 
Theatre Digest in 1948, and who 
subsequently sold the publishing 
rights, has now relinquished the 
editorship and is free-lancing. 


At the Gordon & Gotch Social Club's Festival dance at the Victoria 
Halls, W.C.1 (left to right): Jack Moss, R. W. Dinsmore, Violet Crow 
and Richard Haynes. Four hundred staff and guests attended. 


Aboard the “Queen Mary,” homeward bound from their American 

tour, Newspaper Society members celebrated the Slst birthday of 

Charles Morgan Webb (“Finchley Press’). They were joined by the 
Deep River Boys in singing “Happy Birthday.” 


Mrs. Lucille Goold and Rollin 
C. Smith, jnr., have been elected 
vice-presidents of Hewitt, Ogilvy, 
Benson & Mather Inc. in New 
York. Mrs. Goold will supervise 
creative activities on soft goods 
accounts. Mr. Smith was recently 
appointed head of the art depart- 
ment. 

* » 

Mrs. Hero Rider-Rider, a 
former executive editor of 
the House and Garden 
magazine, has joined Roger 
Smithells’ Sditorial and Publish- 
ing Services. She will be in 
charge of the department hand- 
ling home-making and furnishing 
features and books. 

* * * 

J. T. Davies, late advertise- 
ment manager of the Buxton 
Herald, has been appointed 
northern representative of Com- 
mercial Vehicle User's Journal. 

* * * 


Conducting the Laundry Indus- 
try Operatic Society production 
“Countess Maritza” at the Scala 
Theatre this week is Ancliffe 

ce, editor, Power Laundry, 
Dyeing & Cleaning News. 
* * * 


F. G. Montford Bebb, joint 
assistant managing director. 
Associated Iliffe Press, took part 
in and presented prizes for the 
Mechanical Handling golf tourna- 
ment at Moor Park last week. 
E. G. King, chairman. The Louis 
Cassier Co.. H. §. Pocock, 
Cassier’s managing director, and 
Associated Iliffe director, G. 
Goofiney, Smith, attended. 

* 


Edward Craig, at present repre- 
senting Benn Bros. British Trade 
Journal in Scotland, has been 
appointed to succeed Duncan 
y as Scottish representa- 
tive of the Engineer as from 
July 1. 


* * * 

Miss Ann Laycock who has 
been appointed secretary to the 
Felixstowe Publicity and Ad- 
vancement Association is the first 
woman to hold this appointment. 

* * * 


A daughter has been born to 
Mrs. Sutcliffe. wife of Henry J. 
Sutcliffe, chairman. Publicity 
Club of Leeds. 


AD. MANAGERS 
ENTERTAINED 


The Scottish Committee of the 
LLP.A. last week entertained 
local advertisement managers to 
lunch in the North British Hotel, 
Glasgow, John Fergus (P. A. 
Menzies Advertising, Edinburgh), 
chairman of the committee, pre- 
siding. 

Norman McGregor Thomson 
(McInnes Thomson Advertising 
Ltd.), secretary of the committee, 
told ADVERTISER'S WEEKLY that 
the purpose of the meeting, 
which was informal, was to pro- 
vide closer liaison between the 
agents and managers, and that 
further meetings would follow. 

The guests were: George 
Spencer, Scotsman Publications 
Ltd.; F. D.° Dench, Express 
Group; Adam W. Adamson, 
Glasgow Herald; J. M. Barr, 
Bulletin; W. H. Porter. Daily 
Record; Hugh Gillespie, Evening 
News; and Allan Stephen, assis- 
tant general manager, George 
Outram & Co., Ltd. 


Clifford W. Crouch, advertis- 
ing director T. J. Smith & 
Nephew (Elastoplast. etc.), is 
leaving on Sunday to visit the 
company’s advertising agents in 
Brussels, Stockholm and Copen- 
hagen. 

* . 

Ww. A. Sloane, Middle East 
representative for Betro, leaves 
this country for a second tour on 
May 23. 

* . 7. 

John Cuff, managing director 
of Lambe & Robinson Ltd., is 
flying to New York on Sunday. 
The greater part of his short stay 
will be with Vick International, 
where he will discuss advertising 
and marketing plans during 
1951-52 for Vick Vapour Rub 
and other products. He will also 
visit most of the agency's other 
American clients. 


Death Of Mr. T. L. Bowen 


Thomas’ Longville Bowen, 
managing editor of Merthyr 
Express and Pontypridd Observer 
series, died last Thursday, 
aged 54. 
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G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR <- 114 FLEET STREET, —.C.4 
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Flair Plus Knowledge 


F's plus knowledge is the recipe for success in advertising, 


as indeed, in any career. Flair minus knowledge spells 
nuisance! It is therefore essential that the means of acquiring 
the right kind of knowledge should be ayailable to all. 

Conscious of this, and conscious, too, of a widespread, though 
not necessarily warranted, belief that there is room for improve- 
ment, the Club Development Committee of the Advertising 
Association decided at its last meeting to undertake the task of 
surveying present facilities for education in. advertising, with a 
view to making proposals for their “integration, co-ordination and 
extension.” 

This is an ambitious project, perhaps even open to criticism on 
the ground that it is too ambitious. But it should at least serve to 
spotlight deficiencies, in so far as they exist, and to define the 
bounds within which they can be remedied. 

The investigators will find that tutorial education in advertising 
is handicapped by a dual problem. Firstly, it is hard to find, 
outside London and the big cities, enough pupils to justify the 
provision of classes and lectures by the educational authorities. 
Secondly, it is not easy to induce lecturers of the highest calibre 
and practical attainment to give their services for the modest fees 
the education authorities will pay. 

It is possible that little can be done, within these limitations, to 
improve present facilities, but there is a wide sphere in which 
they can usefully be reinforced by voluntary service. This is 
where the clubs come into the picture. 

Primarily, the function of voluntary service is to provide a 
broad vocational background for personal tuition. A student can 
learn much from his lecturers and from private study, and much 
from working in advertising as a subordinate, but he needs also 
the broader outlook to be gained by mixing with others more 
experienced, by listening to addresses by eminent experts, by the 
give and take of debate. All this the Clubs can give, provided that 
the younger people in the business are brought within the ambit 
of club activity. No advertising club should be a preserve of 
directors and departmental chiefs, for one of its jobs is to help 
train the executives of to-morrow. 

It follows that every club large enough should have a junior 
section; that juniors should be invited and encouraged to attend 
appropriate club meetings; that discussion groups should be 
organised; that clubs should co-operate closely with education 
authorities in their areas, to ensure that theoretical and practical 
aspects of tuition are closely linked. 

Already the clubs are doing a great deal, the Regent Advertising 
Club, of London, being a conspicuous example. It is in this sphere 
of service that the Clubs, within their own movement, can apply 
the “integration, co-ordination and extension” admittedly desir- 
able, but not easy to achieve where a variety of organisational 
interests are involved. 
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To-morrow’s Topics 


Top priority—from 
‘down under’ 


LECTION results in 
| ea have given a 

fillip to the interest which 
political parties in the United 
Kingdom are showing in enlist- 
ing the aid of advertising 
experts. 

The federal election advertis- 
ing campaign on behalf of the 
Liberal Party in New South 
Wales, conducted by Goldberg 
Advertising of Sydney, is being 
studied as a model. Press and 
radio coverage were arranged 
and there was a constant round- 
the-clock contact between the 
agency's staff and party execu- 
tives. Goldberg's were also 
responsible for the state-wide 
broadcasts of speeches by the 
Premier. Press advertising was 
distinguished, not only by the 
many large size advertisements, 
but by its detail—and it is on this 
aspect that keen interest is 
centred here. Many small Press 
advertisements dealt with side 
jssues, and copy changed swiftly 
with editions, sometimes. 

On some aspects of publicity, 
the Conservative Party of Great 
Britain receives the expert advice 
of one of the leading agencies. 
Some students of politics are 
urging, in addition, the merits of 
more energetic local activity and 
quick fire attacks in the con- 
stituencies, rather than big 
national broadsides. 

—_—= —_— 


Despite the shortages of raw 
material, printing machinery dis- 
played at the British Industries 
Fair attracted the interest of 
buyers from many parts of the 
world. India, Pakistan, Switzer- 
land and Germany were among 
the most consistent buyers. As 
for office equipment, an ingenious 
range of products found buyers 
mainly from Canada, France and 
Australia. Some orders could 
only be accepted on condition 
that raw materials became avail- 
able—an exasperating drag on 
export and enterprise. 

= 


The last ha’penny 


straw 


— 
HILE it is too early to 

¥ assess the full effects of the 
price increase, newspaper circula- 
tion returns seem to indicate 
that the drop has been less heavy 
than expected. One or two of 
the biggest nationals are said to 


have dropped by as much as 
10 per cent during the first week, 
but this is thought to be a rash 
over-estimate. The figure is likely 
to turn out to be no more than 
2-4 per cent in the long run. 

The extra halfpenny, in many 
cases, seems to have been the 
straw that has broken the camel's 
back. Newsagents complain that 
an appreciable number of cus- 
tomers have revised their orders 
and cancelled a magazine or two. 
This has been especially true in 
the North, where the position of 
periodicals is described as 
“chaotic.” 

—_ — —_— 

Meanwhile, there has seldom 
been such a spate of protest 
among the newsagents, as the new 
trade terms have evoked. There 
is even talk of boycotts and 
strikes. “An insult to the retail 
trade” is one of the mildest of 
the protests. The possibility of 
local action is causing circulation 
managers a few headaches. 

— _— = 


Direct mail for 
eee 


DIRECT mail sales drive to 

secure new business, par- 
ticularly from “C” licence 
holders, is to be launched by 
free enterprise hauliers under the 
guidance of the Road Haulage 
Association. 

The Association will supply 
eight separate folders to members 
to be mailed at intervals over a 
nine months’ period. Each mem- 
ber is asked to order the number 
of folders he requires to cover 
his customers. Cost to members 
will be low, as the R.H.A. will 
order the folders in bulk. 

Space will be left on each 
folder for the member to have 
his name, address and telephone 
number overprinted or stamped 
on. Members will be informed 
of the exact day on which to 
mail the folders in order to 
synchronise their release. Mem- 
bers are urged to prepare suitable 
mailing lists. 

—_— 


=" —_— 

To stimulate consumer demand 
the Tomato and Cucumber Mar- 
keting Board will launch a 
£10,000 publicity scheme shortly. 
It will be directed to the point 
of sale—the retail shops. From 
June 15 there will be a 10 weeks’ 
intensive programme, operating 
through 55,000 shops and using 
a small “storm troop” of can- 
vassers. 


ROUND TABLE 


HT] 
i 


THE NATIONAL MAGAZINE CO. LTD. 


28/30 GROSVENOR GARDENS, S.W.! 
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Walter Stevens, co-owner of the well-known 
Lowestoft shop Cladingbowl and Stevens, is a like- 
able fellow with a gift for telling anecdotes, and it is 
largely through his personality and energy that this 
fish and poultry business is doing so well after being 
in existence for only six years. Still in his middle 
thirties, Mr. Stevens has a charming wife and three 
husky sons, and lives in an attractive house in 


Pakefield. 


flourishing 

The Sunday Pictorial is read by the Stevens’s and 
many similar go ahead families whose prosperity is 
increasing. For, with an average weekly net sale of 
5,165,253, it covers a tremendous cross-section of 
Britain and goes into the homes of all classes on the 
best advertising day of the week. Per square inch 
per thousand, its present advertisement rate is 
actually 10.9% less than pre-war, and the new rate 
from June 3rd will be only 7.8% above 1939. 


Sunday Pictorial 
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OU may remember that 
on a celebrated occasion 
the Mikado sent a sharp 
reproof to the dignitaries of the 
town of Titipu. His Celestial 
that no 
criminal 1 beheaded 
for a considerable time, and he 
decreed that unless at least on: 
execution took place within a 
month the town would be re- 
duced to the status of a village. 

1 mention this mainly as a re- 
minder to myself that even in 
these festive months when all 
Fleet Street's lit up my duties as 
Lord High Executioner must not 
entirely and eternally be 
neglected. Heads will roll; but 
not until I have dealt with quite 
a handful of praiseworthy ad- 
vertisements that have found 
their way into my collection. 

* * ~ 

FIRST WE MUST give full marks 
to the Dannimac half-page from 
one of the women’s magazines. 
One very seldom sees a layout 
trick that is simultaneously so 
exceptionally strong and so 
utterly apt. Any fool can 
attract attention by standing on 
his head but it needs a touch of 
inspiration to catch everybody's 
eye with a device as common- 
place as a raindrop. 

Is Dannimac a new product— 
or at least comparatively new? 
I'm inclined to think it is, and 
that the main purpose of the 
advertisement is to establish the 
r2w name in readers’ minds 
rather than to provoke immediate 


Jingles 


versus 


demands. If so, the advertise- 
ment is completely successful. 
Indeed I should say that after 
seeing only two or three inser- 
tions along these lines a high 
proportion of the magazine's 
readers would be very glad to 
find these raincoats in a shop 
even if they had not yet begun 


Review of 
Advertising 
by 
COPYTASTER 


to ask for them by name. 
Whether “definitely Dannimac” 
is a useful slogan is debatable. 
In the last year or two so many 
firms in! the women’s clothing 
trade have adopted _ similar 
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Manager: GEORGE Jj. STUDD 


Prose 


slogans that there must be con- 
siderable confusion in women’s 
minds. Maybe an unusual epithet 
would still be memorable, but 
“definitely” is a very over-worked 
and weary word just now, and I 
doubt whether it really has any 
value here. Perhaps something 
like “Dam the rain with Danni- 
mac” would be less unmemor- 
able. 
* * 


A CORRESPONDENT HAS asked 
me to turn the fires of my wrath 
on “the current craze for jingles.” 
I would oblige with pleasure if 
he could convince me that there 
is in fact a craze and that there 
is any harm in it. Looking 
inside my head and _ cross- 
questioning my memory I can 
think of only six or seven adver- 
tisers who are using jingles and 
I would need evidence of at 
least a dozen and a half before 
calling it a craze. Gillette’s long- 
winded limericks I find unfunny, 
but the drawings are admirable. 
Farrow’s or some similar can- 
ning firm have long been using 
verses set out like prose in the 
Wilhelmina Stitch manner with 
very decorative pictures of birds 
(presumably sparrows), and no 
doubt they have a good many 
constant readers and customers 
by now, Army Club, who were 
one of the first to use jingles in the 
early twenties, are at it again. 
Radiac Shirts have an advertise- 
ment saying:—“His new shirt’s 
fit delights him  greatly—it’s 
tailored Radiacurately” and I 
have no complaint about that 
one either. 

Simpson’s of Piccadilly have 
by far the cleverest “jingles”"— 
though I think they deserve a 
better mame—but they are 
addressed to women about 
clothes, and perhaps that wasn’t 
a very good idea. The sketch of 
a girl neglecting her fishing rod 
(bent nearly double by a menster 
catch) while she adjusts her com- 
plexion is from the New Yorker 
and the verses are not a long way 
after Ogden Nash: — 

“Every schoolgirl knows 
there are as good fish in, as 
ever came out of, the ocean. 
And our picture merely con- 
firms that men have no sense 
of propocean. What a lady 
really needs on fishing or other 
exhibitions is outfits designed 
for their beneficial attack on 
the inhibitions. To provide 
such, if we may say so without 
undue unction, is regarded by 
Simpson's in Piccadilly as their 
natural and everyday func- 
tion . . . Twin sets, suits, 
dresses, skirts, blouses, shoes, 
shorts, scarves, beachwear, and 

all manner of  seasonable 
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things of a style, quality and 

workmanship to give the spirit 
literally (yes, literally) wings.” 
That’s grand fun. But not, 

perhaps, many women’s cups of 

tea. 

* * 


For MANY A long year, before 
the war and afterwards, I have 
been pressing layout men to in- 
clude pictures of things happen- 
ing rather than symbols, decora- 
tions, or stylised pictures of faces 
or products. Usually they look 
puzzled at first, and then most 
of them wrinkle up their noses 
in a sneer and say “Oh, you 
mean an illustration!” Which is 
precisely what I do mean, but 
why they should look at me as 


trick is 


Full marks: 
exceptionally strong and utterly 
apt. 


Layout 


if 1 were blaspheming was always 
a puzzle until somebody ex- 
plained that “ an_ illustration 
needs to be looked at closely. 

As a copywriter, I am _ per- 
haps pig-headed and _pre- 
judiced, but I like a picture that 
people will pause to study and 
see what's going on. Once they've 
paused there’s at least a chance 
that they will spare a moment 
extra to read the copy. Indeed 
the people who study the results 
of copy tests have some very nice 
things indeed to say about 
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TWO SHILLINGS os 


> a 


It’s not only the cover, but the contents 
that give Britannia and Eve hundreds of 
thousands of readers each month. So, to 
those “client and agency” men who start 
now to plan for the coming autumn and 
1952 we would say: Bi) SURE TO 
SCHEDULE BRITANNIA AND EVE. 


J. E. POULTON, Advertisement Manager, Commonwealth House, New Oxford Street, London, W.C.1 
MANCHESTER OFFICE: 55, Market Street 


JUNE 1951 
CRE. 


You will be in the company of hundreds 
of Britain’s shrewdest advertisers . . . . 
willing to pay just a little more for some- 
thing a great deal better—better production, 
better editorial and BETTER-CLASS 
READERS. Send tor 


for vourself. 
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Review Of Advertising—continued 


pictures with a reasonable 
amount of action and detail. 
* * * 


ae 


MUNICIPAL JOURNAL and 
PUBLIC WORKS ENGINEER 


Tuts BaNb-Arp advertisement, 
for example, would horrify quite 
a number of the artistic gentry 
with whom one has to deal, but 
I think it is a first-rate job from 
the top almost to the bottom. 
The headline is dramatic. The 
pictures are just detailed enough 
to make one look again to see 
precisely what's going on, and 
the copy is just human enough 
to be interesting without being 
insincere or over-sentimental. 
So far, very good; an admirable 
advertisement. But 
whether it was altogether wise 
to make such a song and dance 
at the foot of the advertisement 
about Band-aid’s being made by 
the makers of Johnson’s Baby 
Powder. In the copy I found 
that the reference to baby 
powder came in very easily and 
naturally, and | think it was use- 
ful there. But not everyone will 
read the copy. For people who 
look only at the big type I think 
it might be a little damping— : 
something of an anti-climax—to Above: There's really nothing to 
get the impression that this surgi- if. But the illustration is charm- 
cal dressing is only a side-line of | ing and detailed in an interesting 
a baby-powder factory. When / way. 
cut my finger I want something Below: A first-rate job from top 
made by the people who supply to almost the end. But what a 
surgeons and operating theatres damp flannel for a tail! 
rather than nurseries. Indeed if 
I see enough blood 
to cover a sixpence 
I want the surgeons 
and operating 
theatres them- 
selves! But per- 
haps my cowardly 
ways make me a 
bad judge of this 
problem. 

* * 

TALKING of 
nurseries, I saw in 
other an advertisement 
the other day a 
picture of a child 
writing on a black- 


board: .K. 
Sauce. The best 
that mummy can 
buy.” Doesn't it 
strike you as al- 
most incredible 
that such an ob- 
vious and excellent 
little play on words 
should have waited 
until 1951 to be 
born? It must have 
been on the very 
tip of all our tongues for years 


The SALES MANAGER. 


} \ 


do ask , 


JACOB& CC 


CREAM CRACKERS 
Ne. = 
.f e... 


Dear Sir, 


More 
week 
PUBLIC 


advertisements are placed 
in the "MUNICIPAL JOURNAI 
WORKS ENGINEER" by:- 


+h 
eacn 


And 


Borough Architects ' 
Borough Engineers & Surveyors 
Housing Managers 

Planning Officers 

Medical Officers of Health 
Highway Engineers 

Hospital Engineers 

Waterworks Engineers 

Sanitary Inspectors 

Sanitary Engineers 

Civil Defence & Fire Officers 
Education Officers 

Borough Librarians 

Cleansing Superintendents 
Parks Superintendents _ 
Welfare Officers : 


RACING ACE 
CRASHES 


BAND-AID %..10! 


ADHESIVE DRESSINGS 
ws . 


| 
Town Clerks and 
any 


Because the "JOURNAL’S" reader- 
ship of 60,000 gives complete 
coverage of every department of all 
2,032 local authorities in Great 
Britain. Our readers —- responsible 
for the placing of these advertise- 
ments — know from first hand that it 
is the paper with the greatest 
pulling power in local government. 


because BAND-AID means Johnson's. Always keep BAND-AID 
Dressings handy in the house — for the whole tamuly. 
From ail good chemists — Elasuc or Waterproof. 


MADE BY THE MAKERS OF 


Gofmsews BABY POWDER 


JOHNSON & JOHNSON (GT. BRITAIN) LTO., SLOUGH AND GARGRAVE 


basket? What's the pattern of 


2 


; ye 


a+ 


you the same ser- 
10,000,000 
at the economic 


Yours faithfully, 


THE MUNICIPAL JOURNAL LIMITED. 


5/4 Clement’s Inn, 


London, 


W.C.2- 


and years. 
* * * 

ANALYSE THIS Jacosp’s Cream 
Cracker advertisement and you'll 
see that there's really nothing 
to it. “Ask for the best as 
Great Grandmama_ did” is 
scarcely an idea to set the bells 
of heaven ringing. But here 
again you have an illustration 
rather than a poster picture. It 
happens to exceptionally 
charming, but it has also the 
merit of being detailed in an in- 
teresting way. “Let's look at the 
little boy. What's he wearing? 
What has the little girl in her 


the woman’s skirt—and how does 
she do her hair?” 

The pity of it is that having 
caught the reader and made her 
pause a moment the advertise- 
ment has no copy for her to 
read. Is there nothing to be 
said that will make people’s 
mouths water for cream 
crackers? Aren't there even any 
new ideas and suggestions—ways 
to use the biscuits for sandwiches 
or canapés? But this is strain- 
ing at a gnat; the advertisement 
is already so very pleasing that 
only an ancient curmudgeon would 
give it less than 100 per cent. 
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EXD is the new travel and leisure magazine 


that SELLS —Print order increased to 100,000 copies. 


GO is being ADVERTISED intensively throughout 

the country. If your GOODS are designed for the upper 
income groups, if they appeal TO people who appreciate 

good things, then, without doubt, THE best thing you can 

do is to get into the new GO. With QUALITY of content and 


quantity of sale so well combined, GO sells to a MARKET 


that must not be missed. 


‘ 


Further information from the Advertisement Department, 
46 Piccadilly, London, W.1. Telephone: GROsvenor 7838-9 


GO THE NEW TRAVEL AND LEISURE MAGAZINE 


published in association with The Sunday Times 
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The Way To Re-T: ell A Sales 
Is To Vary The Approach 


LL sales experience shows 
Aw where it is necessary 
to re-tell a sales story to a 
prospect, the way to sustain 
interest is consistently to vary 
the approach; not altering the 
basic story but simply ringing 
the changes on the way it is told. 
If this is true, the ideal cam- 
paign schedule would call for a 
different ad. for each insertion; 
maintaining the same _ funda- 
mental theme and family resem- 
blance, and merely varying the 
angle. How far this can be done 
in practice is clearly a question 
of production economics. You 
must weigh the cost of new copy, 
artwork, typesetting and space 
against the penalty you incur by 
repeating an ad. That penalty is 
» simply the risk of wearying 
- readers who had read (not merely 
_ seen) your ad. before. And it is 
* cumulative; the more times you 
_ repeat, the more readers you risk 
boring. On such readers, the ad. 
is not doing a selling job and you 
will thus be sacrificing some of 
_ circulation the advertiser pays 
or. 

' You can calculate the money 
risk involved in repeating, and 
make your decision with your 


Repetition in advertising 
presents a complex 
problem. The most we can 
do is to sum up the pros 
and cons. But experience 
shows that the way to 
sustain interest is to main- 
tain the basic story but ring 
the changes on the way it 
is told. 


eyes open; but the question is a 
complex one with no single 
answer. The most one can do 
is to try and put down the pros 
and cons. 

* * * 


LET US SUPPOSE you are plan- 
ning the spending of an appro- 
priation for a consumer product 
distributed through the usual 
retail channels and have finally 
found you can get, shall we say, 
26 insertions of your chosen 
space in each of your media. 
Now .comes the planning of pro- 
duction. How many subjects will 
you need? 26 all different? 13, 
each repeated once? Or should 
you repeat the same ad. indefi- 
nitely? 

If there were a reliable method 


of ad-testing it would answer many 
questions about repetition. Mail 
order advertisers, of course, have 
an automatic sales-test for every 
piece of copy they run; but the 
kind of campaign outlined here 
—which represents the bulk of 
advertising—does not expect im- 
mediate consumer action, but 
aims firstly at persuading con- 
sumers to change their minds. 
This means that we can, on the 
whole, only check ad-effectiveness 
by long-term sales results; and 
because of the many variable fac- 
tors, this could teach us nothing 
about principles. 

Even the Americans 
really know much about this 
subject. Its literature, you will 
find, consists of little but opinions 
and surmises. It is true there is 
also a certain amount of recorded 
experience, but this is quite 
varied and points in all directions. 
The one serious study done te- 
cently in the United States was 
based on readership and dealt 
only with technical magazines. 
For our purpose the results of 
this are no guide except in the 
most general way. If we want to 
reach any conclusions about 
repeating, all we can do is to 
apply elementary commonsense. 


don't 
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Story 


Let us argue this thing out for 
ourselves. 

Clearly, even the best conven- 
tional readership “surveys” will 
get us nowhere. What we ought 
to measure is effective readership, 
which means interest just about 
to the point of action. Only mail 
order advertisers are able to 
measure this with certainty. We 
can’t. Proponents of most current 
methods of ad-testing shudder at 
drawing parallels in_ interest- 
value between mail order and 


PPP eee Peery 


By C. G. QUETTON 


who started business life as an 
engineer (mostly in U.S.A.) and 
was drawn into general advertis- 
ing via technical publicity. He 
joined Lintas in 1930 and from 
1931-8 headed the group respon- 
sible (among other things) for 
Stork advertising. After a 
period as marketing executive 
and consultant executive, he 
retired in 1950 to set up as an 
independent consultant. 
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“delayed-action” advertising. This 
is too sweeping. To be effective, 
both forms of ad. must, at some 
time, reach about the same point 
of reader-interest; which in mail 
order manifests itself by sending 
the advertiser an order or inquiry 
and in “delayed-action” by a 
mental registering (we hope) of 
the point the ad. is aiming at. We 


BUSINESS 
LE LF LEU C Of LEN Cw 
EXHIBITION 


THE WORLD’S LARGEST 


Organised by) the 


Office Appliance Trades Association of Gt. Britain and Ireland 
11-13 Dowgate Hill, London, E.C.4 


OLYMPIA 


6-16 JUNE y 


New methods, 
save time, effort, 
Watch demonstrations. 


Compare results. 


+ 


systems and equipment to 


space and money. 


Ask questions. 


Special facilities provided for parties 


from firms and trade associations. 


Open daily 10 a.m.-8 p.m. 


Public Admission 2/6. 


(except Sunday). 
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GEVES 


The Case of the Eternal Triangle 


When Processionary Caterpillars set out to feed — 
which they do most nights if it’s not foggy — they go 
in a very special order, with one in front, two behind, 
then three, then four, and so on. They’ve probably 
never watched a Silly Symphony, but you’d be re- 
minded of one if you saw them humping along in the 
darkness. They wear fine barbed hairs which are very 
irritating to the human skin. Now it’s irritating to The 
Countryman to be told (as we sometimes are), “ Your 


readership is like those processionary caterpillars. 
First one buys the magazine, then two read it, then a 
third borrows it, and it finally ends up — if the owner 
isn’t careful — in some club or other where everyone 
sees it.” 

Because we don’t think of our readers like caterpillars. 
To us they are *670,000 perspicacious people. 

*That’s a conservative calculation of our readership, 
based on wide sampling over many years. 


The Countryman 


Now in its twenty-fourth year, ‘The Countryman’ is selling over 67,000 copies per issue and the subscriber-demand steadily increases. 


There is scarcely a human need that cannot be successfully made known to discriminating people through its advertisement pages. 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘ THE COUNTRYMAN ” IO BOUVERIE ST., LONDON, E.C.4. *PHONE : CENTRAL 9161 
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LINCOLNSHIRE 
BUYS pecnis 


@ Lincolnshire employs 50,702 
souls to produce its large 
‘ood yield from the land. 
And there are specialised 
branches to this agriculture 
as well, such as the well- 
known bulb farms in this 
county which employ many 
highly-paid workers. 


@ In this county there are 
18,334 men and women 
employed building specialised 
machinery, ¢.g. sewing 
machines, radiators, print- 
ing presses; the men who 
make these have specialist 
qualifications, and get 
specialist’s wages. 


@ Lincolnshire has tin, iron and 
steel foundries supplying 
some of the country’s vast 
requirements for these metals. 
Manning these works are 
15,116 well-paid workers. 


@ It requires a labour force of 
11,119 men and women to 
keep Lincolnshire’s extensive 
fruit and vegetable canning 
factories working—to supp!\ 
Britain’s processed-food 
needs. 


If you want to sell your goods to Lincolnshire— 


Advertise in 


THE LINCOLNSHIRE 
CHRONICLE 


NET SALE 22,521 ABC 


LINCOLN, RUTLAND AND 
STAMFORD MERCURY SERIES 


NET SALE 23,450 ABC 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS 
PROVINCIAL NEWSPAPERS LTD. 


167-170 FLEET STREET, LONDON, E.C.4 Tel: CENtral 3265 
Leeds Office 


AUSSELL CHAMBERS, MERRION STREET, 
LEEDS 2 Tel: LEEDS 24998 


Manchester Office 
MIDLAND BANK HOUSE, 26, CROSS STREET. 
MANCHESTER 2. Tel: BLACKFRIARS 3930. 
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The Way.To Re-Tell a Sales Story—continued 


= call that effective reader- 
shi 

We do know that such effective 
readership of any single ad. must 
be only a small percentage of its 
mediutn’s circulation. Mail order 
men are very satisfied with a 1 
per cent response; and the prob- 
ability is that any kind of adver- 
tising gets, on the average, no 
more than such a | per cent of 
effective readership for a single 
go. 

Again, the mail order advertiser 
knows that once he has a good 
ad., he can go on getting a fresh 
(say) 1 per cent of effective con- 
tacts every time he inserts it. 
Quite likely the same thing hap- 
pens with any advertising; that 
is, the cumulative building up of 
attentive readership. This must, 


in fact, represent a fundamental 
effect of repeating; and thus we 
have a basically sound reason for 
considering it. 


* 

BUT HERE MAIL order reasoning 
begins to diverge from delayed- 
action. Once the mail order ad- 
vertiser has hooked a customer 
he clearly doesn’t care whether 
she reads his ad, again or not. 
She becomes a new name on his 
mailing list, and he gets to work 
on the remaining 99 per cent, still 


In a general way, experience 
Suggests that a single advertising 
theme can usually be found which 
will do all three. Experience also 
shows that plugging away at the 
same theme is the way to over- 
come consumer resistance. 

Bui does this mean that repeti- 
tion of the same story, in exactly 
the same terms, is the right way 
to do this plugging? Reason sug- 
gests it can’t be. A number of 
successful products have built up 
big sales by little more than the 
parrot-like reiteration of magic 
slogans, but this is the slowest and 
most expensive method of adver- 
tising ever discovered, and won't 
usually stand up to more aggres- 
sive competition; moreover, one 
hears only about the successes, 
not the failures. 

Again, consider that your ad- 
vertising must compete for con- 
sumer attention in the first place; 
not only with competing pro- 
ducts’ advertising but with all the 
other advertising in a medium 
and all the editorial. Obviously 
the right way to meet this is by 
increasing the interest of your 
own advertising. 


However, suppose we have pro- 
duced a single perfect ad.—strong 
in attention-value, high in 


SIX PROS AND CONS FOR 
REPEATING ADS. 


(1) Remember that you shouldn’t count on more than 1 per 

cent “effective”? readership of a single insertion. 

“0) Remember that to 4 a real selling job, even on “effective 
readers”, you may have to plug away on the same subject time 
after time. Changing people’s minds must be a gradual process. 

(3) The most efficient way to do this is to come at them every 
time from a different direction. That is, vary your approach 


with each ad. 
(4) Each of these fresh 


will give your 


approaches, again, 
advertising a chance of getting a first “effective” reading by a 


fresh 1 per cent. 


(5) If production economy makes it necessary to use repeats, 
remember you risk lessening your effective readership each time 


you run the same ad. 


(6) If it seems necessary to repeat merely because you fear 
that what you have to say won't be grasped, or won't get read 
attentively, you can be sure you have x poor advertisement. 


using the same ad. as long as it 
goes on working. 

Most delayed-action adver- 
tising is in a different boat. It 
has to change consumers’ minds 
—and in any noticeably compe- 
titive field it must keep them 
changed too. Also, competition 
may be not simply with rival pro- 
ducts but with old-established 
habits, customs, prejudices. 

Cumulative readership is there- 
fore needed to serve several 
purposes: 

(a) Getting a first consumer 
contact; 

(b) Changing consumers’ 
minds (e.g. from competitor to 
your brand, from old habit to 
your product, etc.); 

(c) Keeping consumer sold. 


interest, sound in theme, convinc- 
ing in argument—should we go 
on running that indefinitely? 
Reason says No. Certainly it will 
get a proportion of effective 
readership each time; and by 
keeping it going long enough we 
might thus get quite a high total 
readership. But in this pro- 
tracted process, for every crop of 
readers seeing the ad. for the first 
time there would be a growing 
counter-crop of people getting 
more and more tired of seeing it 
for the second, third or nth time; 
so that you can lose about what 
you gain. 

There are the pros and cons. 
Clearly they must be weighed up 
according to circumstances. Look 
at the first paragraph again. 
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SALES 


OF THE PAPER WITH 


=23\ ANALYSIS 


THE SECOND LARGEST 
PROVINCIAL EVENING 
SALE SOUTH OF 
pererrigl®... ss 


Each day during the twelve months of 1950 the 
certified net sales of the Express and Star 
averaged 193,583—a record for the paper. 
Distribution to the important industrial and 
agricultural centres in the 750 square miles of 
the Black Country and Shropshire is effected 
mainly through ten branch offices. The high 
standard of service rendered by these offices 
can be gauged by the analysis of sales of the 
Express and Star in the various districts. 
They effect efficient, speedy distribution of 
localised editions containing up-to-the-minute 
news of the day to all the main towns in the area. 
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A GENTLEMAN WHOSE NAME 
WAS CLEWLESS! We may as well admit it. 
At last we have had a customer who failed 


to enthuse over ou photo-litho-offset work, 


who could not agiee that our colour printing 


has a depth and a compelling power quite out 


of the general run. He was a gentleman named 


Clewless and he turned out to be colour-blind. 


CHARLES 


& READ | 
LIMITED 


Printers by photo-litho-offset 


27 CHANCERY LANE, LONDON, W.C.2. PHONE HOLBORN 
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NEW BOOKS REVIEWED 


212 “Ways 


Check Lists of Advertising Essentials 


(Printers Ink Business Bookshelf, dis- 
tributed in U.K by the Mayflowe: 
Publishing Co. Ltd, 38s. 6d.) 

“Advertising men do like check 
lists.” assert the authors of this 
book. “They like them because 

the how-to-do-it angle is 
practical, the brevity is time- 
saving.” 

If this be so—and there is 
every reason to believe that the 
American technique of summaris- 
ing information in check list form 
is just as acceptable in this 
country as in the U.S.A.—here is 
a positive encyclopedia of check 
lists, covering every conceivable 
facet of advertising know-how. 

More than 500 articles appear- 
ing in Printers’ Ink have been 
abstracted, condensed and tabu- 
lated, to sharpen the focus and 
save the time of the reader. The 
result, published for the first 
time in book form, is a collection 
of 212 lists, embracing nearly 
4,000 points. 

For example, one finds 29 ways 
to get a mailing list, 14 ways to 
save money on paper (highly 
topical, this!), 18 ways to save 
money on artwork, 12 pointers 
for expediting management's ap- 
proval of the advertising budget, 


16 fundamentals of package 
design—and so on, almost ad 
infinitum. 

The authors, C. B. Larrabee, 
president and _ publisher of 
Printers’ Ink, Marks, 


assistant publisher, and Harold J. 
Swart, manager, readers’ service. 
hope that readers will accept 
these check lists as “idea stimula- 
tors, guides to be studied, 
reminders, stop-and-go lights, on 
the road to more thorough, more 
efficient advertising.” They richly 
merit such acceptance, and can 
unreservedly be commended to 
British advertising men and 
women prepared to learn from 
the results of the intensive study 
devoted in the U.S.A. to the 
practice of their craft.—C.D.R. 


How Art Work Is 
Reproduced 


Illustration & Reproduction, by John 
R. Biggs (Blandford Press, 34s.). 

“Artists to-day do not under- 
stand the problems of reproduc- 
tion,” recently asserted the presi- 
dent of the Advertising Creative 
Circle. His plaint is that of every 
art director and production man. 

One reason for this lack of 
understanding lies with the art 
schools, which, for the most part, 
seem to consider it no part of 
their duty to instruct their pupils 
about the means whereby their 
work is reproduced. This was 
strongly impressed upon me the 
other day, when a_ successful 
young artist told me that after 
several years at a_ provincial 
school of art she knew nothing 


To Do It’ 


whatever of production methods. 

How eagerly she, and many 
like her, would have welcomed 
this book. 

Mr. Biggs himself states the 
case very simply. “Those who 
wish to draw effectively for re- 
production,” he writes, “should 
learn the techniques of the pro- 
cesses as early as possible so that 
they may express themselves later 
unhampered by technical ignor- 
ance when experience of life and 
art produces greater depth of 
feeling. . . .” 

His subject is treated in three 
main sections, headed respectively 
Relief or Letterpress Printing 
(woodcut, wood engraving, metal- 
cut, lino-cut, line block, half- 
tone, stereo, electro); Intaglio 
Printing (etching, line engraving, 
drypoint, aquatint, mezzotint, 
photogravure); Surface or Plano- 
graphic Printing (lithography, 
collotype). There follows a sec- 
tion in which a number of well- 
known artists write on their ap- 
proach to illustration. 

Finally—and this is one of the 
most interesting things in the 
book—there is a se.tes of illus- 
trations, including wash, per: and 
pencil drawings, photographs, a 
water colour, an oil painting and 
a wood engraving, reproduced, 
for purposes of comparison, by 
letterpress, lithography,  collo- 
type and rotary photogravure. 

This is but the merest outline 
of a book, packed with instructive 
information, which deserves the 
widest circulation. Artists, 
especially young artists, will learn 
from it much that will help them 
use their talent to better advan- 
tage.—C.D.R. 


Copy That Sells 


How to Write Advertising Copy that 
Sells, by Frank E. Fehiman (Funk & 
Wagnalls, 39s. 6d.) 

Four keys to what the author 
calls the “Fehlman Formula” 
are: What size advertisement? 
Is there a quick way to improve 
headlines? How often and how 
long should an advertisement be 
run? How many words? 

Twenty-four case histories, 
ranging from ocean travel to 
mortuaries, are a valuable fea- 
ture.—M.H. 


Know-how In Pictures 


Advertising Work Told with Pictures 
(Funk & Wagnalls, £3 43s.) 

This book claims to be some- 
thing unusual in the annals of 
publishing and advertising—and 
is. With introductions, captions, 
and comment it illustrates through 
the whole advertising process— 
under the headings: Media, 
Materials, Meth ds. 

Other text books may teach the 
student more, but probably none 
will bring home each stage of the 
job so vividly.—M.H. 
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Local lad 
makes good 


Many a young Midlander starts to read The Birmingham 

Post because he thinks it is the thing to do. After closer 
acquaintance with the paper he learns why it has achieved this 
reputation. 

The Birmingham Post’s service to advertisers gives them one of the 
widest “A” class readership of any provincial morning newspaper in 
the country, effectively concentrated in the prosperous Midlands. It 
is the paper for those who will “get on” as well as for those who 
have already “arrived.” 


ae. Be ey ae 


& LDnagram based on 


Midlands towr sken 


Birmingham approximately one mulior 


To cover the Midlands first cover Birmingham 


The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 

38 NEW STREET : BIRMINGHAM 2 


London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, 
Redditch, Tamworth, Walsall and Wolverhampton 
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N the chain of consumer 

goods distribution, the manu- 
facturer sees his products pass- 
ing out from the factory and 
over the whole country to the 
wholesaler and then on to the 
retailer or, if he employs a sales 
force, direct to the retailer. 
He can follow their passage 
perfectly happily to this stage; 
but then his immediate contact 
with them is broken and his 
products travel on to the con- 
sumer in comparative obscurity. 

He knows, of course, that at 
least some of his products are 
finding their way into consumer 
hands. But he knows, too, that 
his factory sales may bear little 
relationship to the offtake by the 
consumer. 

The store audit technique of 
marketing research is designed 
specifically to supply that missing 
link to manufacturers through the 
medium of regular stock audits 
and invoice checks. 

A haphazard application of 
this method to one or two outlets 
would not give a_ sufficiently 
comprehensive and accurate 
picture of trading in a country 
like the United Kingdom, much 
less in a part of it. Therefore, 
the method must be applied 
within the limits set by proven 
and accepted principles of 
sampling. 

The only really practical 
sample that can be used in work 
of this kind is a stratified sample 
selected to reflect, in perspective, 


How Store Auditing Assesses The 
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Real Trend Of User Preference 


By E. ROY MULLINS, 
A. C. NIELSEN CO. LTD., OXFORD. 


Extract from a talk given recently to the Society of 
Diploma Members of the Advertising Association, in London. 


established characteristics of the 
universe it presumes to emulate. 
Our chemist sample numbers 
between 500 and 600 collabora- 
tors and it is so stratified as to 
bear the characteristics of the 
universe by type of shop, by 
territory, by city size and by 
location, i.e. by neighbourhood 
and so on. The information we 
produce, however, is confined to 
the first three  stratifications, 
namely type of shop, territory 
and city size. These 500 to 600 
collaborators reflect the trading 
whims of one and a half million 
consumers from all classes arid 
from all parts of the country. 
The collection of basic inform- 
ation from the sample is carried 
out by 50 to 60 company-trained, 
permanently employed and 
locally resident field auditors who 
go into each shop every two 
months and there record all 
purchases made since their last 
visit, the current level of stock 
and, in addition, a host of sub- 


sidiary data, including informa- 
tion on prices and display. 

When each shop's record has 
been passed back to the central 
office and all have been collated 
and processed and the purchase 
data, both consumer and retail, 
expanded to national level, the 
final yield from the sample gives: 

Consumer purchases; 

Retail purchases; 

Retail stocks; 

Distribution; 

Price levels; 

Displays (special promotions). 

These are broken down as in 
the table in column 4. 

Ultimately, the finished data 
flow off our production line and, 
after being studied, are presented 
in the form of a _ bi-monthly 
report. 

These are some of the assess- 
ments that can be made from the 
information produced by store 
audit: 

(1) The size of the market in 
which a product is engaged 


Ge Sone 
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(from which can be gauged the 

promotional effort justified). 

(2) The trend of the market 
(based on consumer purchase 
from the retailer, not on fac- 
tory sales). 

(3) The relationship of com- 
petitive brands to the total 
market (giving one a clear 
insight to the successes and 
failures of one’s own and com- 
petitors’ products), and 

(4) The composition of the 
market by type of product. 
This last category needs a little 

elaboration. 

In post-war years consumer 
demand has on numerous occa- 
sions moved rapidly from one 
type of product to another. It 
is not easy to enter a market 


Territories 


Scotland and 
Northern 
Ireland 


Northern 
counties 


Cities 


1,000,000 
and over 


Shop type 


100,000 
to 
1,000,000 

10,000 


to 
1,000,000 
ties and south ——————__| 


Western 
ies and 
Wales. 


Eastern coun- 


Satequeton ts 


coast. 


y 
| classification 
————_ 10,000 
London and } and under 
home coun- 
ties. | Rural areas 


when you have been preceded by 
a number of brands, some, per- 
haps, produced by the leading 
marketing men in the country and 
backed by heavy advertising. The 
tardy manufacturer is left with a 


Congratulations from a Print Buyer! 


“... and would like to 
congratulate not only you but 
all your workpeople on the won- 
derful way they have co-operated 
to turn out a very good piece 
of printing indeed... you can 
turn out first class colour work.” 


(from a recent letter received by Alba Press 
Lid. from G. S. Gerrard (Advertising) 


Print Buyer 


all round. 


pew of Print are hard to please — and rightly so, for on 
their judgment of the merits of a competitive field rests not only 


their good name but also the success of their clients’ advertising—a 
responsibility which settles heavily on the shoulders of many a 
harassed buyer of print in these days of shortages, delayed deliveries 
and labour difficulties. 

First class litho, and letterpress work, sponsored by a really 


personal attention to detail, eases the burden and ensures satisfaction 


Such a service is given by Alba Press, as a representative will 
prove to you in your own office without obligation to yourself — why 


not arrange an appointment today to discuss your next job? 


ALBA PRESS er ics. cisss tithe, « tetserpress work 


LIMITED (EST. 1935) 


36 FRANKTON ROAD, LONDON, S.E.15. 


Telephone: NEW CROSS 1365-6 
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\, AVERAGE for 6 MONTHS ended DEC. 31, 1950 
IN EXCESS OF 


110.000 


COPIES PER DAY 


EVENING SENTINEL 


STOKE-ON-TRENT 
in Excess OF 32.000 copies PER WEEK 
STAFFORDSHIRE WEEKLY SENTINEL 


Design, Copywriting, Print, Display & Photography 
* 


DESIGN FOR SELLING 
* 
: Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
* 


245 VAUXHALL BRIDGE ROAD, S.W.1 Vitoria 5303 (6 lines) 


For HOME & OVERSEAS 


The cheapest and most effective 


ADVERTISING 

* Give-oway' Booklets :-— 

LADDERSTOP MATCHES for silk 
stockings 


MOTH MATCHES for clothes and 


carpets 

MOSQUITO MATCHES (for export) 

SOAP LEAVES. Something when 
travelling 

EYE-GLASS CLEANERS. 

CUT FLOWER, leaves for reviving 
vase blooms. 

Etc. etc. ete. 


H. O. MEYER 
25/27 Sefton Road, Walton 
LIVERPOOL 9 


Dainty 


7 Tw uich SERVICE 


nd Rotaprint Machines 


user of Multilith @' Both are 


sale able servi 2 i h quality 

™ cid reliable service and (2) consistent ee oneal & ws 
Sure of b siness upon which The Stran contact the address 
feataresp. custome support. You are invited to yus and immediate 
ou COROT OI where you will receive courtes 
below—Terminus -° 

tremion . 2 oon 3 
“ Py eel Seaeerehensive service tovetaatte. 
. n the Company handles the job 
machine. . - 


find the 

Many concerns 3 
Simply supply the basic data t 
idea to finished P 


[HE STRAND LITHOGRAPHIC CO. LTD 


187 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 269! (4 lines) 
Rathbone 24! 


SIGNS 


aveny 

SsuUPPLY ERECTION 

REGINA STUDIOS (SIGNS A DISPLAYS) LTD 
27, 


BOSTON ROAD. HANWELL W7 
446 93903 


Jate ready for your 


WILL KITCHEN JR LID WEWSPAPER AND 


DESCRIPTION 


RENOVATION 


ad 
Ae Enquiries Espe 


Prompt Personal Atrention - Strictest Confidence 


304 


May 17, 1951 


The Store Audit Technique—continued. 


stake in that proportion of the 


market which is rapidly losing 
consumer franchise, and therefore 
volume, in which fall he auto- 
matically has to accept his share 
of loss. For accurate timing he 
must have his finger on the pulse 
of the consumer mood. 

Now a word on how the store 
audit technique can measure the 
effect of promotion schemes. 

Several manufacturers have of 
late given away elaborate presents 
to successful entrants in competi- 
tions designed to stimulate con- 
sumer demand. We have been 
able to watch the degrees of suc- 
cess or failure attendant on such 
schemes It is surprising how 
often such schemes have had little 
or no influence on the market 
trends; often, too, where some 
success has been obtained, it has 
only been of a purely temporary 
nature. 

Finally, a comparison of con- 
sumer purchases, retailer pur- 


chases and advertising expendi- 
ture taken over a year’s trading. 
We have been able to show the 
relationship of these three factors 
during each two months of a 
whole year. The market is 
seasonal and it is interesting to 
note what appear to be paradoxes. 
From the consumer point of 
view, the peak selling occurs in 
July-August. This period 
accounts for 30 per cent of the 
season’s consumer purchases. But 
because the retailer stocks up 
prior to the consumer peak, his 
purchases and therefore, presum- 
ably, factory sales, are highest in 
May-June. And yet it is apparent 
that many manufacturers take 
May-June as the market peak 
and throw in 60 per cent of their 
advertising during these two 
months. I know that advertising 
1s used to stimulate retail buying; 
but the many instances of this 
sort of thing that we could 
demonstrate cannot all be ex- 
plained by such reasoning. 


By Clifford Bowden 


S there a future for the general 

interest magazine with a high- 
class readership appeal and a 
small to medium sale? It looks 
as though people are unable to 
lower their sights below the 
half-million circulation _ mark 
these days. Devotion to the 
multi-million galaxy grows 
steadily. 

While such magazines must 
accept the public’s verdict (as 
reflected in sales figures) they 
have a legitimate grumble at what 
appears to be a somewhat myopic 
assessment of their pulling power 
by some advertising experts 

The general leisure magazine 
may never (except for a few too 
well-known to need mention) hit 
the million circulation mark; it 
would be foolish to try. The 
newspapers, brighter. perhaps, 
than ever before in their compact 
style, give the “man-in-the-street™ 
all the reading he wants. 
has, it appears, little time 
magazines, however well 
duced, except those 
with a particular interest 
ing, fishing or such 
hobbies. 

The “quality” magazine has a 
tough struggle. It caf appeal only 
to those remnants, in this sizzling 
atomic era, who prefer old- 
fashioned reading to knob- 
twiddling when the day's work is 
done. 

Yet the figures of recent 
casualties showed there was suffi- 
cient support from this section of 
the public to build up healthy, if 
not astronomical. circulations. It 
seems, though, that the media 
people are more interested in 
quantity. fooling themselves with 
their own glib talk about mass 
circulations. 


motor- 
esoteric 


One used to hear a great deal 
about the “receptive mood.” It 


“Quality” Media Have A Case Against The 
Multi-million Galaxy 


was a Cardinal principle that ad- 
vertising should be so placed as 
to catch the reader in this promis- 
ing and profitable mood. 

But, now? 

“Look, old man,” says the 
space-buyer’s assistant secretary 
to the magazine's advertisement 
manager, “I can get a solus ad. 
in the Daily Explosion at ‘019 of 
a penny per reader. Millions of 
people read that paper every 
morning. You are offering a mere 
200,000 readers at ten bob a 
thousand—-why it’s daylight rob- 
bery. Close the door on the way 
out.” 

Most of us were sorry to see 
The Leader go, and there was 
general regret at the demise of 
The Strand. \s it not a reason- 
able supposition that such 
general affection for the publica- 
tion would produce a favourable 
reader-climate in which to adver- 
tise? 

The trade papers and specialist 
journals have their faithful fol- 
lowing, both in readership and 
advertising support. But in these 
days of soaring production costs 
the “quality” magazine; however 
well produced, is in a precarious 
position. 

It is time the advertising 
world realised that these maga- 
zines are really moving into the 
specialist field. That class of 
people which reads, thinks and 
acts with discrimination stands 
out like a sore thumb on the 
hand that twiddles the radio 
knob. 

In these days of mass urges 
and communal habits this class 
does not conform to “average” 
standards and should be recog- 
nised as equally well defined in 
its tastes as the fishing crowd or 
the yachting set. Chasing the 
shadow of the multi-million 
readership, the advertising world 
may be missing the substance of 
the few thousand really potential 
buyers. 
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JULY-DEC. 1949 JAN-JUNE 1950 JULY-DEC. 1950 


UGANTAR 


“ Jugantar ” is now undoubtedly the foremost newspaper of the vast 
Bengali-speaking community in India. It circulates throughout the 
Calcutta area—the East's greatest trading and industrial centre—and 
covers West Bengal, East Pakistan, Assam, Bihar and Orissa. With 
its rising circulation and economical rate per s.c.i. per thousand 
readers, ‘* Jugantar ”’ is your soundest 

and most effective introduction to *g: y 

this key market. JUGANTAR 

Member A.B.C. (India) 


Free specimen copy and all details from : 
LONDON OFFICE MANAGER: T. PARAMESHWAR, 28, SOUTHAMPTON STREET, STRAND, W.C.2. TEL: TEM 5873 
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COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 

@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating. 

@ Photo Litho Printing. 


Equipped to execute ali stages of | prepared to undertake any phase 
Varityper, Lithographic Printing | of the process for firms with their 
and Duplicating, we are, however, own equipment. 


3 RATHBONE ST w.t MUS. 0653, 4103 


A live readable technical 
journal with articles of 
real technical value 


Mechanieal World 


AND ENCINEERING RECORD 
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Packaging A 3s. 9d. Dostane 


when the latter decided to launch 


READ BY KEEN 


INFLUENTIAL 


MEN IN A PROSPEROUS MARKET 


EMMOTT & CO. LTD. 21 BEDFORD STREET LONDON W.C2 
n 


MANCHESTER OFFICE; 


KING STREET WEST Siaiccmeacaesed i 


a 


mw? 
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AKING an_ attractive 
package for a new per- 
fume is a task any good 
designer can tackle, when “the 
sky is the limit” as far as cost 
of presentation is concerned. 
The matter becomes more diffi- 
cult when the packaging is 
destined for a perfume in the 
popular class, retailing at a few 
shillings and yet having to make 
its merchandising way in the 
quality market. 
That was the task entrusted to 
Sir William Crawford & Partners 
Ltd.. by Richard Shops Ltd., 


a new perfume to be known as 
“R Seventeen.” 

The problem was to evolve, 
first, a bottle of relatively small 
size which should be at the same 
time distinctive, attractive and 
stable, as small bottles have been 
found to get upset too easily. The 
result was this curved glass bottle 
with flat sides and bottom, topped 
by a screwed-on stopper of white 
plastic. The bottle bears a soft- 
pink label with a lozenge design 
and the “R Seventeen” trade 
mark in white. 

The bottle itself was enclosed in 


King George V 


Gillott Pens? ¥% : 
A 


NOW AVAILABLE 


For what may well prove to 
be a limited period, the follow- 
ing specialists’ pens are immed- 
iately available:— 


with a 
DRAWING PENS: Nos. 290, 291 ?@ | D.P. PAINT TRANSFER 


roy STEEL PENS: 303, 170 and ~ j 


| There it is—YOUR MESSAGE! 
In bright forceful colours—right 
at the point of sale, with its clean- 
cut appearance, and real ability 
to help shift the goods. Remem- 
a ee 
Victoria Works, Birmingham, | | 


ae | product home!” 
28 New Bridge Street, E.C.4 


Ut 11 WI) 


home! y 


All types supplied in 3, § or | 
gross boxes, or 12-carded with 
holder. | 


Artists and}Studio Managers 
are advised to carry a smail 
stock. - 


JOSEPH GILLOTT 


@ EASILY APPLIED 
@ WEATHERPROOF 
@ FAST COLOURS 
@ LONG LASTING 


isplay tions, 


Specialists in Silk Screen Printing 


Bptek ieseneage AUT 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 
T. BOBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.w.ll | | 'SS* Mamet 
Tel. Nos. Battersea 5300 & 4886 


R 
N.19. 
Telephone: ARChway 4627 


a semi-pyramidal 
carton bearing the 
same design. 

Also for Richard 
Shops, W. S. Craw- 
ford Ltd. have 
evolved a series of 
shopping bags and 
cartons. The name 
of the firm is 
printed in Stencil 
Bold on black and 
brown back- 

|) grounds. Design is 
me by Ashley 
Ss Havinden. 


Dual Display Value 


EATURE of the new Farex 

pack is its dual display value. 
One side, carrying an illustration 
of an infant, makes an appeal to 
the mother; the other, with its 
attractive wash-drawing of a 
breakfast-table scene, emphasises 
the product as an invalid and 
family cereal. 

Effective use is made of the 
top flap for advertising slogans. 
The cartons are printed six at a 
time and carry as many slogans. 

Surface design was by Mr. 
A. E. Fisher, and the construc- 
tional design by Mr. J. L. 
Winfield, both of Glaxo. 
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APOLOGY 


Among many examples shown to us by our printers as a basis for the design of our Mail Order 
Catalogue, was a copy of the pictorial Magazine “TO-DAY” published by The Norman Kark 
Publications. 


We were frankly impressed by the originality and excellence of this Magazine, and believing that 
the circulation of our Mail Order Catalogue would not conflict with the interests of the publishers of 
“TO-DAY,” this Magazine was used as the inspiration for our said Catalogue. 


In consequence of the similarity of design, however, confusion has been caused in the minds of the 
advertisers in and readers of “TO-DAY,” and an entirely erroneous impression created that The 
Norman Kark Publications were in some way associated with the issue or circulation of our Mail 
Order Catalogue. 


We welcome this opportunity of expressing our regret to The Norman Kark Publications for any 
misconception and inconvenience which our actions have caused. 
. | 
Morse’s Ltd., 10/12 Regent Street, Swindon. 
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yoilly, FURNITURE 
07 ¢ C08? WLUSTRATIONS | 21222272 


to be considere 

paring a successful furni- 
ture advertisement the 
artist MUST have know- 
ledge of its manufacture 
if he is to produce a 
realistic drawing. To 
Agencies with furniture 
accounts who aim to serve 
their clients well, (and 
incidentally themselves) | 
offer a service backed by 
20 years’ experience in 
the furniture trade. 

If you want a black and 
white, a full colour inter- 
ior, or a catalogue on the 
‘conveyor belt’ system 
embracing all types of 
furniture, then ring 
KINGSTON 1906 for 
speedy service together 
with GOOD artwork. 


CLIFFORD S. PERRY 
19 CRESCENT ROAD 
KINGSTON HILL 


TEL. KINGSTON 1906 
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W.C.2. TEL: HOLBORN 7888 
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OUTDOOR ADVERTISING 


Festival 
Fare 


Sixty-seven outdoor 16-sheet 
posters, either new or not dis- 
played before January 1950, were 
submitted to the Festival authori- 
ties for their competition to find 
posters for a special site near the 
South Bank Exhibition. Here are 
some of the fifteen posters which 
the judges considered, by a 
majority vote, to be the best. 
Standard of entries, they say, was 
not as high as was anticipated. 

LACTO - CALAMINE = and 
WATNEYS: Designed by Leslie 
Hidden, of Alfred Pemberton 
Lid., the agents. Printers were 
Haycock Press and Strange the 
Printer. 

NATIONAL SAVINGS: De- 
signed by E. A. Wilcox. 

ROWNTREE’S: Printed by 
John Waddington Ltd., from a 
design by the agents, J. Walter 
Thompson Co. Ltd. 

B.A.0.C.: Designed by Sydney 
Whitcombe of Foote, Cone & 
Belding, the agents. Finished 
drawings were by William Little 
of International Artists and 
printing by McCorquodale & Co. 

GUINNESS: Designed by 
Raymond Tooby and printed by 
Sanders Phillips & Co. 

H.P, SAUCE: Design by Beau- 
mont. Printed by Graphic Re- 
productions Ltd, through 
Mather & Crowther Ltd. 

NAVAL RECRUITING: De- 
signed by A. R. Thomson. 
Printed by Waterlow & Sons. 

HAMMERTON: Designed by 
Armengol, produced by Larder 

(Continued on page 314) 


Make sure your ship comes home. with 


NATIONAL SAVINGS 


Make the Royal Navy 
your career 
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ADVERTISER’S WEEKLY 


How to exert a 


£100,000 pressure 
with a £2,000 


appropriation 


How often Campaign Appropriations stay in the Petty Cash category becduse an advertiser is caught on the 
horns of a real live Dilemma. 

“IT can’t increase my appropriation” he says, “until sales go up—because it is based on a percentage of 
turnover—yet it doesn’t seem that business will improve until we do spend more on advertising.” 

Our answer is to suggest that he tests the sales potential of his product by conducting an intensive campaign in 
one or more of Mills & Rockleys’ watertight test areas—exerting an enormous advertising pressure under measur- 
able test conditions at a small fraction of the cost of a National Campaign. 

He can thus obtain public and retailer reaction to product, pack and sales story, on which to base a safe 
decision as to whether or not a greatly increased national advertising expenditure is justified. 

Is this your dilemma? Then why not discuss with us, as a first step, locations and allocations? In the 
Mills & Rockleys Region, you will have the choice of several 


compact areas in which you can test, for a small sum, the merits The MILLS & ROGKLEYS REGION 


of different designs and the truth of our assertions. 


Bristol 
Cambridge 
Cheltenham 
Coventry 
Derby 


MILLS &ROCKLEYS Soe SS 


Luton 
Mansfield 
Northampton 
Norwich 

sei Nottingham 

Planned Poster Advertising Ontors 
Peterborough 
orquay 
Taunton 
Worcester 


DID YOU KNOW? 


€ 

You can reach nearly 2,000,000 families through 

poster advertising in the Mills & Rockleys Region, 

which stretches from Ipswich to Evesham, from 
Pontefract to Paignton. 


MILLS & ROCKLEYS LTD 21 QUEENS ROAD * COVENTRY 
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ITUTDOOR ADVERTISING 


Posters In The Service Of A Monopoly 


ADVERTISER'S WEEKLY 


How Hard Selling Combined With Long-Term 


Prestige Posters 


By J. H. RICHARDSON, 0.B.E. 


The telephone service, before the war, had as much com- 
petition as any commercial firm. It had to be sold against 
radios, razors and vacuum cleaners. But the Post Office 
still found opportunity for a series of prestige-building 
poster campaigns that will reap benefit when the telephone 
has been superseded by a later technical development. 


poster publicity on the 

hoardings, and particularly 
on the sites of the Under- 
ground, is extraordinarily well 
done. I say “some” advisedly; 
for much of it reaches the nadir 
of banality. 

Most of it concerns direct 
selling—that is, short-term publi- 
city directed to an immediate end. 
The Post Office has done a great 
deal of direct selling. We are in 
a competitive world irrespective 
of the way in which we are 
politically organised. So, in the 
selling field, it was always idle 
to talk of the telephones being a 
monopoly. Telephones were sold 
in competition with wireless sets, 
motor cars, vacuum-cleaners, fur- 
niture and the like. 

We gave the campaign for tele- 
phones a start by using selling 
posters “Come on the Tele- 
phone.” And if in the modern 
epoch the need to advertise tele- 
phones and motor cars has per- 
haps disappeared, there are -still 


Spee of the short-term 


many commodities clamouring 
for publicity. Most of them are 
symbolised in the public mind by 
a distinctive way of packaging. 
The poster must, in this competi- 
tive field, reproduce the package 
with the exactitude of a photo- 
graph. It may be drawn, of 
course, but the effect must be 
photographic. It must allow no 
margin for possible mistake by 
the purchaser, usually the 
harassed housewife, in favour of 
a rival product. Shape, colouring, 
detail must be faithfully repro- 
duced. Stockings which sell by 
“sheerness” must be given, true 
to the life, the “sheer” quality in 
their pictorial equivalent. It is 
hard to see how such a quality 
can be reproduced except by 
resort to the camera. 

The recipe is something like 
this. You take a picture of the 
article; add some words; then a 
splash of colour; then a picture 
of a smiling girl to point to the 
commodity. You put a frame 
round the result. A_ so-called 
poster is born, one of a multi- 


Lines of Communication: The very end. Designer of this poster was 
Jesse Collins. 


| tudinous progeny, all with the 
same family lineaments. So many 
indeed, that one is inevitably 
challenged by the very fact itself. 

Js the commercial aptitude of 
the sponsoring firms, who have 
shareholders to satisfy, to be 
questioned? Surely they do not 
back wrong horses, in the adver- 
tising sense. Or is it like an ad- 
vertising Grand National, where 
only two horses reach the tape, 
the rest having fallen by the way 
(the run being fast and furious 
while it lasts). The stakes are ob- 
viously very great; the hoardings 
are testimony to that. 

Where does the Post Office fit 
in with only intangible services 
to sll that cannot be photo- 
graphically represented in this 
way? It has really worked in an al- 
most different medium. It has 
used its own sites and at Christ- 
mas times these have been 
almost legion—tens of thousands 
of pillar boxes and mail vans. 

But the mail van is not really 
an advertising station; its use at 
Christmas is an_ exceptional 
measure dictated by the gravity 
of the problem. The reputation 
of the Post Office is more effec- 
tively secured by the appearance 
of smart, efficient vehicles than 
by their use as sites for posters. 
The same applies to the pillar 
boxes. 

No one outside the Post Office 
can realise the multitude of direct 
selling problems it had to face. 
By comparison, the problem of 
the selling poster for one par- 
ticular commodity seems simple. 
The ‘many-sided facets of Post 
Office services involved a severe 
rationing of space and of period of 
display. In addition to the actual 


COUNTRY POSTMAN * 


Lines of Communication: Effec- 

tive pattern work with lines going 

underground, designed by L. 
Beaumont. 


services there were hortatory sub- 
jects, like “Use block letters.” The 
posters required were 580 
numerous that we were able to 
give promising youngsters their 
chances while preserving our 
contacts with the élite of the 
craft. So the poster subjects 
ranged multifariously and the 
maintenance of quality needed 
constant watching. Freshness, 
vitality and originality of tech- 
nique were the watchwords. We 
had to supply by these qualities 
what we lacked in the way of 
funds and huge spaces. ; 

These short term activities were 
like bricks and mortar; they were 
not the building itself. The real 
building was long-term in aim-— 
the building of Post Office pres- 
tige amongst its clients, the whole 
nation. Behind all the day-to- 
day work of the department and 
its publicity, we laboured to pro- 
duce additional material designed 
to imbue the public mind with a 
sense of the greatness of the 
department as a working 
organism; of its importance to 
the national life and of the value 
of its services throughout the 
ages. 

No Goverment department de- 
pends so vitally on the co-opera- 
tion of the public for the efficiency 
of its services. For example, the 
whole policy of converting the 
telephone service to automatic 
operation, would be reduced to 
absurdity if the public refused to 
operate the dial telephone; and, 

(Continued on page 318) 
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Transport advertising with a background 
of sixty years experience 


Sixty years in terms of advertising history is an age. or nation-wide transport advertising campaigns but 
An age then, in which we have concentrated on trans- also the whole task of production from designing or 
port advertising and—it was inevitable—pioneered its adapting advertisements right through to routine 
development. The accumulation of this vast ex- inspection anywhere. For this purpose we have our 
perience and hard-won specialist knowledge backs our own studios, poster printing plant, signwriters, erection 
service, a transport advertising service in every sense gangs and inspectors. Our organisation is ready and 
complete and co-ordinated, We can and do under- able to solve, in the simplest and most economic way, 
take not only the entire planning and booking of local any and every problem of transport advertising. 


ASON 


a comprehensive transport advertising service MASON 


FRANK MASON & CO LTD., 33, NORFOLK STREET, STRAND, LONDON. W.C.2. Phone: Temple Bar 2044 
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OUTDOOR ADVERTISING 


FROM THE PLANNING MINISTER 
RECENT APPEAL DECISIONS 


THE LAST WORD- 


1. Refusal on the grounds of amenity was upheld when the Minister 
dismissed the appeal. In considering the case, the Minister noted 
that a large advertisement board was to have been displayed on the 
front elevation of a building (in a commercial thoroughfare), the 
ground floor of which is used as a shop. In giving his decision the 
Minister stated that display of the proposed advertisement board 
would detract from the appearance of the building (even though the 
upper floors are derelict). 

Mills & Rockleys Ltd. Site: 74 Gosford Street, Coventry. Authority: 
Coventry C.B.C. 

2. Permission was refused, on the grounds of amenity, for the 
proposed erection of an advertisement panel on the flank wall of a 
shop. The Minister, in dismissing the appeal, ruled that the general 
characteristics of the locality are such that the addition of the proposed 
advertisement panel would be prejudicial to the amenity. 

A. A. Leopold & Co. Site: 63 Highgate Hill, London, N.19. 
uthority: London County Council. 

3. Permission to erect panels for public information was refused 
on the grounds that the panels in a Regency area and opposite a 
terrace of Regency buildings, would affect the amenities of the area. 
The Minister, deciding that such advertisements would not be out of 
keeping with the characteristics of the locality, allowed the appeal 
on condition that each advertisement be permitted for three years. 

Mills & Rockleys Lid. Site: 1 Whaddon Road, 
Authority: Cheltenham Corporation. 

4. The proposed display of advertisements on this site was 
refused in the interests of public safety. The avpeal was dismissed. 
cnt ons Ltd. Site: 34 St. Saviourgate, York. Authority: York 

5. Refusal on the grounds that there is no footpath along this 
site and that the proposed advertisement is likely to cause danger to 
members of the public who stop to read it. ihe appeal was dismissed 
because, in the opinion of the Minister, disolay of the panels would 
detract from the appearance of the building and might result in 
pedestrians causing obstruction to vehicles. 

Mills & Rockleys Ltd. Site: St. Austells Cottage, Merrywalk, 
Stroud, Glos. Authority: Gloucester C.C. 

6. Refusal on grounds that the advertisement would not be in 
the interests of the amenity of the neighbourhood. Appeal was 
dismissed, the Minister being of the same opinion. 

Sheffields Ltd. Site: 37 Weatheroak Road, 
Authority: Birmingham Corporation. 
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Fine quality Silk Screen 
printing. 


Point of sale Display 
made by craftsmen. 


& Stove Enamel Signs 


for home and export. 


G.A.SHANKLAND.LID. 


Grafton Works, N.W.5. 
. 2 t £4.22. 8 5 § 8s 


PRESENT DAY 
CONDITIONS— 


together with modern methods of 
presentation tend towards a reduction 
in the total amount of poster space, 
thereby making what remains more 
valuable. This restriction, however, 
renders it more than ever necessary for 
advertisers to make their plans well in 
advance of the date that they require 
space. There is already a good demand 
for available space, and such space is 
being booked for longer periods than 
ever before. Verb Sap. 


eldaons Iitd 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS 1 
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Master’ aw 
the Grocers ion says 
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M Dougalls 


Pernt LA da ba He 


FESTIVAL FARE 


(Continued from page 309) 


& Stevens Ltd., and printed by 
Graphic Reproductions. 

SHELL: Design by Barnett 
Freedman, printed by Chrome- 
works. Agents: Colman, Prentis 
& Varley. 

McDOUGALL: One of a 
series of four illustrating the 
members of Mr. Goody the 
Grocer’s family in a “Happy 
Families” series. Finished draw- 
ing of Master Goody is by 
Raymond Tooby. 

BEV: Designers of the “Happy 
Family Tree” were Jan Lewitt 
and George Him. 

MURPHY: Designer of this 

poster, for the agents, C. R. 
Casson Ltd., was Abram Games. 
Printers were Chromoworks Ltd. 

The two posters not illustrated 
were submitted by Crosfields 
(CWG) Ltd. (for Persil) and 
Nestlé’s Ideal Milk. 

The PERSIL poster, one in the 
series contrasting Persil-washed 
garments with not-quite-so-clean 
ones, was designed by S. N. 
Colwell. The artist was Clement 
Cowles, and printing was carried 
out by Waterlow & Sons Ltd. 

NESTLE’S poster, featuring a 
single huge Strawberry with 
Ideal Milk over it, comes from 
the C. W. Hobson agency and 
was 5 Printed by Chromoworks. 
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for every happy family tree 


Birmingham Also 
Has A Festival 
Garden 


Birmingham’s Festival garden, 
for which Sheffields Ltd. are 
responsible, is in Moor Street, 
one of the City’s main thorough- 
fares. The site, which consists 
of a 48-sheet with a 16-sheet on 
either side has a cream back- 
ground with vermillion lettering. 
The frontage is York stone crazy 
paving. 


CELEBRATE fut FESTIVAL 


WITH THE MONEY you SAVE 
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” Moa tems 
Outdoor 4avertiser 


might Say 
FORTIFY YOUR SALES 
By WITH POSTERS 


ADVERTISED 
GOODS 

ARE KNOWN 
IN EVERY 
HOME ! 


A peep into any week-end shopping basket will surely reveal 
more than one package bearing a famous name—a name 
consistently seen on the hoardings—a name turned by Poster 
advertising into a household word. 


Posters, with their bright colours, dominating positions and 
easy-to-read messages exert their influence on every house- 
wife, every buyer, every traveller. 


@ Posters are persistent, forceful, irresistible. They sell to every- 
one. They cannot be ignored. 


@ Tobecomplete and effective, every selling campaign needs the 
additional punch that only Poster advertising can give. 


|/THE POSTER PULLS - You CANT GET AWAY FROM IT 


ISSUED BY THE BRITISH POSTER ADVERTISING ASSOCIATION AND LONDON POSTER ADVERTISING ASSOCIATION 
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S heffields 


POSTER SITES 


Where e’er you walk 


PUBLICITY HOUSE: CORNWALL ST. BIRMINGHAM 3 | 


TELEPHONE, CENTRAL 3784/5 
TELEGRAMS. ADVERTISE BIRMINGHAM 


29 BOOTLE STREET 


DEANSGATE © MANCHESTER 2 


Serving — and 


Stimulating — the 


Public Interest 


PADDINGTON 0186/7 


G. F. KRUSE LIMITED 
37 SPRING STREET, W.2 
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OUTDOOR ADVERTISING 


C. Montague Weekley, in 
a recent lecture at the 
Victoria and Albert Mus- 
eum, traced the evolution 
of the poster. Here is a 
summary of his talk. 


HE Oxford Dictionary’s 

earliest reference to “posters” 
cites “Nicholas Nickleby” which 
appeared in monthly numbers 
during 1838-9. Mr. Vincent 
Crummles wanted Nicholas to 
produce a poster depicting the 
whole length of the stage with 
the real pump and tubs in the 
middle. 


In France the similar vogue 
during the 1830's for issuing 
illustrated novels in parts led to 
the practice of advertising them 
with posters designed by the 
illustrators. An early specimen is 
Lalance’s appropriately lurid 
poster for “Comment Meurent 
Les Femmes.” 

Pictorial posters derive origin- 
ally from be and other pol 
boards and from the engraved 
trade cards of the eighteenth cen- 
tury. Inn signs are the principal 
survivors of this early form of 
advertisement but, of the few 
signboards attributed to great 
painters, two were unconnected 
with hostelries—Holbein’s for a 
Bale schoolmaster and Chardin’s 
for a Paris midwife. 

Although the most notable 
English poster before 1880, that 
designed by Fred Walker (1840- 
1875) for the stage version of 
Wilkie Collins’s “The Woman in 
White,” was printed in black and 
white from wood blocks, the pic- 
torial poster in the offspring of 
Aloys Senefelder’s discovery of 
lithography in 1798. 

Wonderful is the development 
in technical processes. If Sene- 
felder could be brought back and 
shown a large rotary machine 
turning out hundreds of posters 
per hour he might be almost as 
amazed as the ghost of Daguerre 
confronted by a sound film in 
technicolor. 


A Life-Time 
Of 1,000 Posters 


The first conspicuous success 
in the design of vividly coloured 
posters was achieved by one who 
started as a hand in a litho- 
graphic printing shop—Jules 
Chéret (1836-1932}—a _ French- 
man who served his apprentice- 
ship in England and is said to 
have drawn more than a thousand 
posters. (The dates of his birth 
and death support the stern belief 
that hard work never hurt any- 
body.) 

There has never been an era 
in poster history to compare with 
the 1890's in Paris. The brilliance 


IN THE BEGINNING ... 
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of Paris’s entertainments and of 
its verbal and pictorial journalism 
in that decade is an incredibly 
blithe and distant retrospect from 
the harsh anxieties of the mid- 
twentieth century. Toulouse- 
Lautrec, Steinlen, Caran d’Ache 
(Emmanuel  Poiré), Grasset, 
Mucha, Willette, and others, 
made up a dazzling galaxy of 
illustrators and poster designers. 


Yvette Guilbert, the famous 
diseuse, La Goulue (Louise 
Schneider), the _ high-kicking 


termagent of the Moulin Rouge, 
and Aristide Bruant, the chan- 
sonnier of Montmartre cabaret. 
afforded subjects for a series of 
inspired posters by Lautrec. 


* Bubbles’ 
Pricked 


In England the firm of Pears 
obtained a popular success with 
the reproduction of Sir John 
Millais’s painting, “Bubbles.” 
This, however, was out of step 
with the development of genuine 
poster design in terms of litho- 
graphic technique. 

The outstanding British posters 
of the 1890's were those of the 
Beggarstaff Brothers, the pseudo- 
nym under which Sir William 
Nicholson (1872-1949) and James 
Pryde (1869-1941) contrived an 
inexplicable collaboration § in 
posters cut out from coloured 


pagers, 

uring the early years of the 
20th century the British hoard- 
ings were enlivened by the rich 
and very native humour of John 
Hassall (1868-1948), especially by 
his railway posters (“Skegness is 
so bracing”). 


Stimulus 
Of Patronage 


For the opportunity to reveal 
his mettle the poster designer 
must, like any other artist, de- 
pend on stimulating patronage. 
Between the two world wars 
there were two outstanding 
poster patrons, London Trans- 
port and Shell and B.P., the 
former under the guidance of 
Frank Pick (1878-1941), the latter 
with its advertising directed by 
Mr. Jack Beddington. 

For a variety of reasons, 
Britain has yet to re-ascend to 
levels of poster design compar- 
able with those obtaining in the 
inter-war years. At present, con- 
sidered as a related group, supre- 
macy seems to belong to the 
admirable Swiss tourist posters. 

I have been concerned - only 
with the poster as a work of art, 
as something worth including in 
a fepresentative collection of 
prints, illustrations and designs. 
Obviously, however, there are 
posters — artistically undistin- 
guished but bearing inspired 
slogans—which have an advertis- 
ing value disproportionate to the 
quality of their design. 
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== KEEPING YOU ON THE MAP 


a 
wun ot easTort 


canghio® panncy This van is one of a fleet of 68 employed by National Solus 


Seow 00007080 Sites to keep your posters well and attractively displayed. 
worcksTE® © yoatnan TOM eoucnesTE® @ : ; 
ecueurennart 01U7O% pone A map on this scale can only show the most important 
” cnew : . : 
= a towns served by National Solus Sites; in fact there are 
asta mt FOr, swt mascert " : 
canorrt foie coal conoow @ —ee a over 500 towns in England and Wales where National Solus 
veesrow sumen ene cna aamsoaTt 


emcnesre® Sites ‘stand alone, carrying your message to the eyes of the 
Pe enson — so sTe arse — people. Wherever you advertise, National Solus Sites can 
- vane or give your product the individual publicity it deserves. 


NATIONAL SOLUS SITES 


erer 
- 


. LIMITED 
56/60 STRAND, LONDON, W.C.2. + Telephone: TRAfaigar 4922-3-4 
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Does your client 


SELL 


Continuous Burning | —~ 


Open Fires 
Heating Stoves 
Domestic Boilers 


Central-Heating 
Boilers 


Freestanding Cookers 


Combination Grates 


* 


Does your client 


APPEAL TO 


Coal Merchants 
Builders Merchants 
Heating Engineers 


Appliance 
Distributors 


* 


«AF SO 
Advertise in the 


SOLID-FUEL 
APPLIANCE 
SALES AND 
SERVICING 
NUMBERS OF 


COAL & COLLIERY 
NEWS-DIGEST 


8 Lloyds Avenue, 
London, E.(.3 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


THE IDEAL POSTER counry 
a 


STER ADVERTISING 
a ASSOCIATION 


(NEWS) 
OPSA DATA 


COMMERCIAL 
BROADCASTING 
(LEBANON) 

If you are interested 
in Commercial Broad- 

casting from 
RADIO BEIRUT 
IN LEBANON, 
get in touch with us for 
periods available and 


| tional. 
| tradition. It became a part of the 
, teaching of 


time charges. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY ['° 

0. Fleet St.London.£.64 Cen. 549467870 


S.AP 


pbeeenidiie ae 
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OUTDOOR ADVERTISING 


POSTERS FOR A MONOPOLY 


(Continued from page 311) 


in future, more co-operation even 
in this small sphere may still be 
required. 

Out of this concept there grew 


| a great series of posters (distinct 
| from the “selling” ones) which 


have done a good deal to build 
up the high repute in which the 
Post Office is held. It was a kind 


| of publicity whose aim was educa- 


tional, informative and inspira- 
It capitalised history and 


civics, 
science and art. 
These posters were designed to 
tell a story—not to sell. Some 
were exhibited in Post Offices; 
some went to schools; there was 


geography, 


» 


a large supplementary distribu- 
tion to groups who asked for 
them. Leaflets accompanied them 
to put the pictures in their 
historical setting. It was in these 
posters that the Post Office took 
on the mantle of patron of the 
arts. Many leading artists were 
commissioned: John Armstrong, 
Henry Williamson, Kauffer, 
Duncan Grant, John Vickery (a 
young Australian), <A. R. 
Thompson, Eric Fraser, Schleger 
Beaumont,  Lewitt-Him, and 
many others of standing. 

Another kindred series of 
poster subjects, commissioned 
since the war, is the “Post Office 
Lines of Communication” series. 
Some of them have not been 
printed yet owing to the short- 
ages of paper and printing 
capacity. Many of them are 
interesting not only for their 
subject matter, but also for the 
way in which photographic 
elements have been introduced 
into the pictures 

The aim of this series was to 


_ Show interesting facets of Post 


Office work and organisation. 
Much goes on behind the scenes 
which can be pictured in a 


dramatic and exciting way. Jesse 
Collin’s picture of the country 
postman shows him delivering to 
the remote cottage. That is pre- 
cisely the Post Office story. It 
must deliver your letter to any 
buna-fide address in the land. 

Another series of posters was 
designed to show the really 
stupendous traffic loads the Post 
Office carries. The figures are 
so big as to lend themselves to 
pictorial display. 

And the effect of all this 
activity? 

No public service, nor its pub- 
licity, is so good as to be immune 
from criticism. Public confidence 
in the Post Office rests on the 


telephone calls a day 


The stupendous traffic load of the 
Post Office gives figures that 
lend themselves to pictorial pre- 
sentation—and a series of prestige 
posters. Designer: Keely. 


fact that its long tradition of ser- 
vice to the community, though 
taken for granted, is consciously 
preserved, Something has become 
seriously amiss when the postman 
fails to arrive with each new day. 
He still remains the best-loved 
public figure. 


And none will hear the post- 
man’s knock 

Without a quickening of the 
heart 

For who can bear to feel him- 
self forgotten? 


Emotion, you say! Certainly! 
For it is that very quality on 
which Post Office publicity has 
tried to build. It has made the 
work and activities of the back- 
room boys, as well as those in the 
public view, “come alive.” In 
warm colourful tones, these 
posters have “documented” the 
story so well that the Post Office 
is woven into the hearts as wo" 
as the minds of the people 
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Following on the reintroduction of Conté Artists Materials 
to studio and drawing office, now comes the famous 
series 1335 extra fine crayon pencil. These pencils, made 
of the finest Californian Cedar, have square crayons and are 
available in 60 different shades. Here is a new means to 
the mastery of colour work, either rough or finished. Ask 
your Art Dealer or Stationer for full details and shade cards. 


SQUARE CRAYONED 
ARTISTS’ PENCILS 


(A a 


Sole Distributors for the U.K. and Channel Islands : 
HARTLEY REECE & CO., LTD. 


289/293 High Holborn, London, W.C.1 
"Phone : CHAncery 666! "Gram#: Hartrese, Holb, London 


eetemeens 


TELEPHONE: BLACKFRIARS 8771 


howards 


press 
advertising 
limited 


@ national press advertising 
sales literature e¢ visuals 
and artwork e printing 


97 bridge street - manchester 3 
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EW MODELS give 


PERFECTION in design and 
rformance 
REROGRAPH 


ata 
Known the world over as 


LOWER > 


a Symbol of QUAUTY for 50 years 
™ eS Gaile 


TYPE NS. 
AIRBRUSH 


TYPE NSE * 
AIRBRUSH 


Ask your dealer for full details or write tox : 
|THE AEROGRAPH CO.LTD. Lower Sypennam. © 


LONDON, S.E.26.4wo 47 2/PM INGHAM - BRISTOL - GLASGOW - MANCHESTER 


ARE YOU SEEKING A FIRST-CLASS PRINTER? 


We at Leagrave Press Ltd. are well-known as high class 
Printers and Publishers. Our model factory at Leagrave is 
equipped with the very latest machinery, including Monotype, 
Miehles, Heidelbergs and up-to-date binding and folding machinery. 
Whether the job be large or small, one colour or multicolour, 
weekly, monthly or quarterly, we can do 
it, and are doing it in a big way. First rate 
craftsmen keep our machines running day and 
night. Send your enquiries to us at Luton 
or telephone for a representative to call. | Adie. 

Sa aia Se 


WE SPECIALIZE IN LONG-RUN MONTHLY JOURNALS he IEAGRAVE Pre 


THE LEAGRAVE PRESS LTD., wuton 


Telephone : LUTON 2525 (3 lines) 
LONDON OFFICES: 9 SOUTHAMPTON PLACE, W.C.1. Telephone: HOLborn 4401 
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Happy as a sand girl is Audrey 
epburn. 


PHOTOGRAPHER Angus 
McBean got himself into 
a load of trouble over this 


picture ordered by Alfred 
Pemberton Ltd., for a Lacto- 
Calomine showcard. As actress 
Audrey Hepburn is shown sur- 
rounded by sand, some ingenuity 
was needed to get the effect with- 
out subjecting the. poor girl to 
considerable discomfort. 

Eventually Angus built a tray 
to take the sand and pedestals, 
leaving a hole for the model's 
shoulders. 

Asked to order the sand by the 
yard, he ordered two yards. 
Little did he know that a yard of 
sand weighs a ton! He has been 


Mainly Personal— 


shaking sand from his equipment 
ever since. 

The pillars in the background, 
incidentally, used to be the 18th 
century Continental equivalent of 
a “present from Brighton”—very 
popular with people making the 
“Grand Tour.” They are replicas 
of columns in the Forum. 
McBean has a set of five in 
yellow marble. 


* « * 


TOM CLARKE, who was one of 
the judges, provided a dramatic 
finale to the London v Regent 
public speaking contest last week. 

All he did was to comment 
briefly on the contestants’ 
speeches, and he was generous in 
his praise for the high standard 
of competence achieved. But it 
was by example rather than by 
precept that he made his main 
point. 

One felt that here, at last, after 
over two hours of public speak- 
ing, was an orator. Here was the 
fire and gusto lacking in the over 
studied speeches of the novices: 
here the calm, quiet peroration 
that held the audience spell-bound. 

Such oratory springs only from 
ripeness of personality reinforced 
by years of experience. No one 
can blame the club public speak- 
ing stars if they fail to rival such 


58 HIGH ST., CHATHAM 
tonDoN ARTHUR CLAY, 80 FLEET-STREET CEN. 7500 


| for 34 years, 
managing director in his brother's 


a master. But as an example to 
emulate, it was superb. 


« * * 


A NUMBER of stories with an 
advertising siant raised laughs 
during the contest. 

B. Bullock of Regent was 
responsible for some based on his 
adventures in advertising in the 
Far East. On one occasion he 
found the heading for a lubri- 
cating oil advertisement given as 

“For inner cleanliness” and that 
for health salts as “Keep sludge 
from your engine.” 

According to Tom Clarke, a 
Chicago undertaker, during a 
slack period, sent round a hearse 
bearing the notice: “You may 
linger, but we'll get you yet!” 


* * * 


GORDON WILKINS of the 
Autocar, who won the 750 c.c. 
class of the production car race 
at Silverstone with a Dyna-Pan- 
hard, is becoming well-known in 
competitive circles. 

As co-driver with Raymond 
Baxter (B.B.C.) he put up the 
best performance of any motor- 
ing journalist in the Monte Carlo 
Rally, and he was a member of 
the Jowett team that won the 
team prize in the 1500 c.c. class. 


* * * 


| ONE CAN usually rely on hear- 


ing some good home-made wit- 
ticisms when 
Winstan 
Gordon, 
me president of 
| the Display 
P roducers 
Sy and Screen 
. Printers 
= Association, 
s is in the 
chair. Here 
is one of 
his, from 
their meet- 
ing the 
other even- 
Winstan Gordon ing: 

“We can- 
not agree that silk screen printing 
is the Cinderella of the advertis- 
ing industry. We look upon it, 
rather, as the Aladdin. But 


| OWing to the restrictions imposed 


on us by the suppliers, we feel 
we are more representative of 
Ali Baba and the Forty Thieves.” 


x * * 


ADVERTISING is like journa- 
lism in that people who leave it 
have a habit of coming back. 

I have a feeling this may 
prove true of Leslie W. Briggs, 
who has left Pictorial Publicity, 
where he has been space buyer 
to become joint 


company, which carries out large- 


| scale painting contracts. 


Leslie started as an office boy 
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Tom Clarke shows 
London and Regent 
public speaking con- 
testants how it should —— 
be done: screen print- 
ing is no ‘*Cinder- 
ella,” Winstan 
Gordon tells Display 
Producers. 


By CONTACT 


with Noakes Bros. Ltd. in 1929, 
and has subsequently been with 
Saward, 
Baker and 
Crane Pub- 


retirement 
will be only 
temporary. ” 

Meanwhile 
1 gladly pass 
on his good 
wishes to all 
his many 
friends, to 
many of 
whom his departure from adver- 
tising must have come as a 
surprise. 


2 * ad 


MAURICE NAPPER, of Nap- 
per, Stinton, Woolley Ltd., is 
embarrassed. Several times dur- 
ing the past few weeks he has 
received good luck messages 
from people under the impres- 
sion that he is going to South 
Africa. Even one of his space 
buyers told him he was sorry to 
hear he was leaving the firm. 

Rumours have been confusing 
him with his namesake, Basil 
Napper, formerly with C. & E. 
Layton Ltd., who is indeed going 
abroad. 


* * * 


LESLIE HARDERN, P.R.O., 
North Thames Gas Board, had to 
do a double television turn this 
week. After his Inventors’ Club 
programme at Alexandra Palace 
he dashed to the Dorchester to ap- 
pear in the pageant of fashions 
at the Jewel Ball—as an 1851 
rector! 


Leslie W. Briggs 


WEEKS WISECRACK 


“Pssst! Want to buy a ton 
of newsprint?” 
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May 17, 1951 


INTERNATIONAL} 
ADVERTISING 
CONFERENCE 


Each week brings further details of the ambitious and exciting plans for the 
greatest International Advertising Conference of our time. There can be little doubt, 
from a study of the Programme and the reception it has received in many countries, 
that it will be an Advertising event of profoundest significance. Advertiser’s Weekly 
will do full editorial justice to this momentous gathering in six great issues— 
details below. 


ADVERTISER'S WEEKLY 


be, Ae 


To all whose business is Advertising, and who supply or service Advertisers in their 


many fields, these six special issues present a magnificent ADVERTISEMENT 
MEDIUM ... book your space NOW. 


Bs oF 


on 
. 


TO OUR READERS 


Advertiser’s Weekly will bring the most complete coverage of 


TO OUR ADVERTISERS 


these six special issues of Advertiser's Weekly present the most 
impressive advertisement opportunity for many years. The 


news and developments taking place in London and in all the - 2 . y 
greatest figures in Advertising, from the British Isles and 


Provincial centres, with exclusive pictures and stories provided 
by an editorial and photographic staff especially reinforced for 
the occasion. For those who are Delegates to the Conference, 
as well as for those who do not attend, these six issues will 


provide an invaluable record and all-time souvenir. 


BIUNE Published Jue 7 
International Advertising Conference Prospect 
and Programme Number. 


BOUL Published July 5 
International Advertising Conference Delegates’ 
Welcome Number. 
and, as a Supplement 
A PORTFOLIO OF 
BRITISH CREATIVE ADVERTISING 

an advertising medium which will give 

Advertising Agents a unique opportunity of including 


——— CONFERENCE ISSUES TT 


throughout the free world, will be present. 

Special distribution arrangements will ensure that every issuc 
will be availab'e to Delegates and all others interested in the 
Conference, promptly and surely. Everybody who is ‘anybody’ 
in Advertising and Publicity will study each issue from cover 
#0 cover.... 


examples of their work in an impressive selection of 
the best of to-day’s British creative advertising. 
Published July \O—extra issue 
First Conference Report 
Published July 13 
Mid-Conference Report 
Published July 17—extra issue 
Final Conference Report 
Published July 19 
Complete Conference Review 


% Advertisers are urged to send at once 
for a fully descriptive folder detailing 
publishing arrangements for these 
unique issues. 

Advertisement Director 
F. H. Carter 


%& Lotest A.B.C. figures show that 
Advertiser's Weekly has the largest 
weekly net sale in the Advertising 
ond Publicity fields. 


180 FLEET STREET LONDON €E.C.4 


Advertiser’s 
Weekly 


The Organ of British Advertising 


Telephone CHAncery 8844 (15 lines) 
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ADVERTISER'S WEEKLY 


You’re 
selling to 
Britain 
in miniature 


if you're 


selling 


% rhe only evening paper printed and 
published in Somerset, which, for 9s. 
per s.ci., gives you positive “blanket” 
coverage of a compact cross-section of 
the British market 


Get full details from the Advertive 
Manager, 134 Fleet Street, 
E.C.4. Central 2767. 


> 


| CURRENT ADVERTISING 


T.C.P. Shaving 


Cream Launched 


A new product of British 
Alkaloids Ltd. is T.C.P. shaving 
cream which retails at 2s. 11d. a 
tube. 

The cream, which was intro- 
duced last week, is one 
advertised in Daily Herald, N 
Chronicle, Picture Post, Ilus- 
trated, Woman and certain other 
media. 

E. H. Parry & Co., Ltd., who 
are agents for T.C.P. germicide, 
are handling the campaign. 


* * * 
Another Chen Yu 
Product 


Chen Yu Ltd. have introduced 
a new hand lotion tying in with 
the rest of the Chen Yu range of 
hand care accessories. The bottle 
is cellophane wrapped, with a 
label printed in gold, green and 
black. 

The product will be carried by 
the normal Chen Yu advertis- 
ing. Agents are Armstrong- 
Warden Ltd. 

* * 

‘Skylon’ Souvenir 

Latest addition to the Biro 
range of ball-point pens is the 
Biro “Skylon” which has been 
issued as an official Festival 
souvenir. A campaign in 
nationals and selected provincials 
in England. Scotland and 
Northern.-Ireland, will run until 
the end of the month. Agents 
are C, J.' Lytle Ltd. 

* * * 
NEW ACCOUNTS 


Acalor (1948) Ltd., makers of 
acid resisting constructions and 
materials, have appointed Mason- 
Peacock Ltd. to handle their 
advertising. Trade Press will be 
used. 


* * 
Purfection Engineering Co. of 
Birmingham, makers of fine limit 
precision gauges and measuring 
equipment have placed with 

Rathbone Publicity Ltd. 

~ * ~~ 
New accounts obtained by 
D. H. Brocklesby Ltd. include 
Austin Pens Ltd. makers of 
Austin ball point pens (mail 
order spaces and trade Press): 
Planters Engineering Co.. Ltd. 
(trade and technical Press); and 
Burney Ladieswear (mail order 
spaces and women’s magazines). 

* - * 
Mather & Crowther Ltd. have 
been appointed agents for the 
Tomato and Cucumber Market- 
ing Board. In addition they have 
been appointed for Bantam 
coffee. marketed by Bantam Pro- 
ducts Ltd. Campaign in nationals. 

* * 

NEW CAMPAIGNS 


“Lend Strength to Britain” is 
the theme of the new National 


Savings poster campaign. 
of the campaign is to sell the 
new Savings securities as part ra 
the country’s rearmament pro- 
gramme. The posters are pro- 
duced in the National Savings 
Committee studios. A Press 
campaign will commence in 
September tying up with “Lend 
Strength to Britain” weeks to be 
held throughout the country in 
the autumn. Agents for National 
Savings Press advertising are 
Rumble, Crowther & Nicholas 
Ltd., W. S. Crawford Ltd., Alfred 
Pemberton Ltd., and T. B. 
Browne. 
. * ~ 


Townend-Smith Ltd. are now 
advertising Suttons salad cream 
in Daily Mirror, Daily Express, 
Radio Times, Picture Post and 
the grocery trade Press. 

* * * 


Aim 


A summer campaign for Red- 
line petroleum products has 
begun in London evenings, 
selected provincials and trade 
Press. The ads. feature a typical 
holiday maker's post-card greet- 
ing reading: “Just a line to say 
everything is running very 
smoothly—maybe that’s because 
the line we take is Redline 
(signed) V.G.” Dorland Advertis- 
ing Ltd. are the agents. 

* * * 


Details of a national campaign 
for Lodge Plugs Ltd. are pre- 
sented in a trade broadsheet 
prepared by their agents T. B. 
Browne Ltd. The contents include 
a list of the media being used, 
the sales aids which are available 
and a reproduction of the half- 
page advertisement appearing in 
the Daily Express this month. 
There will also be outdoor pub- 
licity. 

* * 

The return of Benbow’s dog 
soap is now being innounced in 
the trad, Press. No consumer 
advertising has been planned at 
the moment although the current 
Benbow dog mixture campaign 
may feature the soap. Agents are 
Lovell & Rupert Curtis Ltd 

* * 

The biggest 


campaign for 
Optrex eye lotion has _ been 
prepared by agents Rumble, 
Crowther & Nicholas Ltd. Start- 
ing on June 2 will be a series of 
half-pages in Woman, Sunday 
Graphic, Picture Post and Punch. 
This section of the campaign will 
be concentrated in June. For 
the first time there will be colour 
filmlet advertising. and a twelve 
second filmlet will be shown in 
cinemas in 132 towns during the 
early summer. Normal schedule 
of Optrex advertising will feature 
cricket, tennis and other sporting 
themes. 
* * 

New tin sizes will be an- 
nounced in a campaign for John- 
son’s wax in Daily Mirror (10 in. 
x 4 col.), Daily Express (11 in. 
d.c.), News of the World and 
Woman. Erwin, Wasey & Co., 
Ltd. are the agents. 


This striking hand painted repro- 
duction of the theme poster in 
the new National Savings cam- 
paign appears above the under- 
ground escalator at Waterloo 
station where it is seen by people 
attending the South Bank Exhibi- 
tion. 


Foote, Cone & Belding Ltd. 
are preparing posters, window 
display material, and show-cards 
for Hammerton Stout, for which 
they were recently appointed 
agents. Posters will be appearing 
on existing Hammerton sites and 
a few Watney sites. 

* . * 

A campaign on the most con- 
centrated scale ever used for a 
first aid dressing is now appear- 
ing for Band-Aid, made by 
Johnson & Johnson (Great 
Britain) Ltd. The advertisement 
also links up with Johnson's 
baby powder. Agents are 
Pritc Wood & Partners. 

* . * 

A new campaign for Brand's 
Essence has commenced in 
national dailies and Sundays, 
Evening Standard, provincials. 
Punch and Picture Post. The 
campaign, which is aimed at the 
“well-to-do middle-aged,” is 
planned to support sales in the 
spring and summer months. J. 
Walter Thompson Co., Ltd., are 
the agents. 

* * 

Composite pages have been 
appearing in Hertfordshire news- 
papers this week in connection 
with the Hertfordshire Show to 
be held on Thursday, May 24. 
National Advertising Corporation 
Ltd., the agents, have also taken 
smaller spaces in papers throtgh- 
out the county. In addition, 48- 
sheet posters, three-dimensional 
signs, and banners in the most 
prominent position in the county, 
are being used. 


Three Functions Of 


Sales Promotion 


Sales promotion means produc- 
ing the right product in the right 
package and selling it to the right 
customer, Mr. A. D. Pulsford, 
general manager, Gospo Ltd.. 
told the British Sales Promotion 
Association. 

After stressing the importance. 
in packaging. of convenience of 
handling and opening, he said 
that gradually modernising the 
design without altering the colour 
scheme, helped to maintain sales. 
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May 17, 1951 
COMPANY MEETING 


323 


Kemsley Newspapers 
Limited 


Viscount Kemsley’s Annual Review 


The twenty-seventh Ordinary 
General Meeting of Kemsley 
Newspapers Limited will be held 
on Tuesday, 22nd May, 1951, at 
Kemsley House, London. The 
following is an extract from the 
statement of the Chairman, the 
Viscount Kemsley, circulated with 
the Report and Accounts for the 
year ended 31st December, 
1950: . 

We are now recommending 
the payment of a final dividend 
on the Ordinary Stock of 7 per 
cent less Income Tax at 9s. 6d. 
in the £, making 12 per cent for 
the year, being the same as for 
1949. 


THE BUDGET 


The further outlook is once 
more adversely affected by the 
recent Budget proposals. While, 
from the point of view of the in- 
dividual taxpayer the Budget was 
more favourable than some had 
feared, the sharp increase in the 
Profits tax, as a result of which, 
tax payable in respect of distri- 
buted profits is now 50 per cent, 
imposes another severe burden 
on industry, and in particular, on 
those undertakings whose profits 
are not likely to be increased by 
the rearmament programme. I 
have previously drawn attention 
to the basic inequity of this tax 
in that the whole burden falls 
upon the ordinary stockholder. 
Preference stock which continues 
to receive its due dividend in full, 
is not directly affected by the tax. 
The whole burden of the tax, as 
now increased, is borne by the 
company on behalf of the prefer- 
ence stockholders, and thus the 
amount available for the ordin- 
ary stockholders is reduced not 
merely by the distributed profits 
tax due to be paid on such ordin- 
ary dividend as is declared but 
also by the whole of the distri- 
buted profits tax attributable to 
the dividends paid to the prefer- 
ence stockholders. Further, the 
declared purpose of the Chan- 
cellor of the Exchequer in in- 
creasing the tax, namely to per- 
suade companies to withhold a 
larger proportion of their profits 
from distribution, must neces- 
sarily fail so far as preference 
dividends are concerned. 

Further, what the Chancellor 
of the Exchequer had to say 
about depreciation allowances for 
income tax and profits tax pur- 
poses on plant and machinery 
was most disappointing. Last 
year I drew attention to the un- 
reality of these allowances when 
related to current prices. The 
result is that normal replacement 
must now be financed to a 
material extent out of reserves 
created from taxed profits. Fin- 
ancially this situation is dam- 
aging to the capital structure 
of efficient businesses. Politic- 
ally it leads to serious mis- 


understanding of declared profits 
by those who do not appreciate 
the large contributions that must 
be made from these profits year 
by year without any taxation 
relief, merely to preserve exist- 
ing assets. Some relief was 
afforded by the increased initial 
allowances and it is a step back- 
wards for the Chancellor of the 
Exchequer to announce that the 
whole of these allowances will 
be suspended as from 6th April, 
1952. I am convinced that this 
grave financial problem cannot 
be left to rest where it is. 


OUR POLICY 


The results achieved in what 
was, undoubtedly, a most difficult 
year are evidence that we have 
no reason to be dissatisfied with 
the position of our newspapers. 
Our first purpose is to maintain 
a standard of performance about 
which none of us need ever have 
any qualms of conscience, and we 
have no intention of changing 
that policy. 

I believe that policy carries 
with it important advantages, 
both immediately and, even 
more, in the long run. At what- 
ever class of reader our various 
publications may be aiming they 
are publications of serious pur- 
pose and quality. Their value, 
as advertising media, is more 


than proportionate to their circu-. 


lation. I have been impressed by 
the evidence of this so frequently 
set before me. 

Business received makes it 
evident that our good friends the 
advertising agents are well aware 
of the value cf Kemsley news- 
papers to their clients and I 
should like to thank them for 
their continuous support. I am 
looking forward to the day when 
it will be no longer necessary to 
limit the space we are able to 
offer. 


EFFECT OF RISING COSTS 


Newspaper production to-day 
operates in a strait jacket. On 
the one side, it is squeezed by 
the severe control of newsprint 
usage, and on the other side by 
the steep rises in newsprint price. 
Looking back I find that from 
the beginning of 1950 we have 
been subjected to no less than 
five different sets of conditions 
as to the number of pages we 
might publish and of the tonnage 
of newsprint we might use. 

Successive increases in the con- 
trolled price of newsprint were 
announced during 1950 and 
during the last few days a 
further large increase has been 
announced, bringing the price at 
the present moment to approxi- 
mately £60 a ton. It will be 
appreciated that these increases 
over a period of less than 
eighteen months from £32 a ton 


to £60 a ton, represent a very 
large addition to the cost of 
production to such a heavy con- 
sumer of newsprint as your Com- 
pany. In common with other 
newspaper publishers it has 
accordingly been decided that the 
selling price of newspapers must 
be increased, as announced. 


REGIONAL NEWSPAPERS 

In our own case, since the end 
of the year under review, we 
have anticipated the general in- 
crease in the case of three of our 
daily newspapers, the Western 
Mail, The Newcastle Journal and 
the Sheffield Telegraph. On 26th 
February the price of these news- 
papers was increased from a 
penny to three halfpence. These 
and other regional and local 
newspapers are in some respects 
the most valuable and important 
elements in the whole of the 
newspaper Press and play an 
important part in the social life 
of the community. They have 
always displayed a high sense of 
responsibility. They have suc- 
ceeded in establishing a peculiar 
intimacy with their readers and 
in most cases are gencrally 
regarded in their areas as local 
possessions, as permanent and 
immovable as, say, the Town 
Hall. We are proud of our 
regional and local newspapers 
and we have never sought to 
infringe on their individual 
character. 


SUNDAY TIMES 

It has been my practice to say 
a special word about the Sunday 
Times, a newspaper of which we 
are justly proud, and which takes 
its place in the very front rank 
of the Press of the world. It 
seeks to present a comprehensive 
picture of the world beyond our 
shores. We had for long sought, 
without success, to establish a 
correspondent in Moscow. Late 
in the year a unique opportunity 
presented itself to make such an 
appointment and Mr. Cyril Ray 
was entrusted with this import- 
ant assignment. He is the only 
staff representative of a British 
newspaper in Moscow. 


KEMSLEY MANUAL OF 
JOURNALISM - 

The year under review wit- 
nessed the publication of The 
Kemsley Manual of Journalism, 
published by Cassell & Co., Ltd., 
which I was glad to have the op- 
portunity to sponsor. I am proud 
to say that all the contributors to 
this comprehensive publication 
are members of our organisation, 
or are closely associated with it. 
World-wide demand has made 
an immediate reprinting neces- 
sary, and, as a standard work, we 
may expect The Kemsley Manual 
of Journalism to have a steady 
and continuous sale for many 
years. 

Reaction to articles in the 
Sunday Times revealed the 
widespread interest in holi- 
day travel. This led us to pre- 
pare and publish the Sunday 
Times Travel and Holiday Guide, 
introducing a new approach to 
the holiday problem. In conse- 
quence of the striking success of 
this effort we developed this pub- 


ADVERTISER'S WEEKLY 


lication in 1951. It is now pub- 
lished in two volumes, one for 
the British Isles and one for the 
Continent of Europe, and I have 
every confidence that the initial 
success of this venture will be 
repeated. 

That same interest of readers 
of the Sunday Times in travel 
encouraged us to take over and 
publish in association with the 
Sunday Times, the periodical 
magazine Go. This magazine, 
described as being concerned with 
“Holiday and Leisure” will, we 
believe, strike a new note in 
periodical journalism. 


CONCLUSION 

On this occasion 1 may, per- 
haps, be permitted to say a 
personal word. In 1951 I cele- 
brate the fiftieth anniversary of 
my entrance into Fleet Street. 
The half century on which | can 
now look back has been filled 
with interest and adventure and 
throughout the whole period my 
working life has been devoted to 
newspapers and their interests. 
This great organisation, of which 
I am proud to be Chairman, is 
to me a very personal thing. I 
have seen it grow both in size 
and in prosperity, and as it has 
grown in size, so it has been my 
purpose that it should, at the 
same time, grow as an influence 
for good in the affairs of our 
country. As I look back my 
mind is full of happy recollec- 
tions of those who have co- 
operated with me in my task. 

The half century has been a 
period of remarkable changes. 
Not only has the field of news- 
paper readership been vastly 
extended, but the technical 
developments in the industry 
have been swift and unceasing. 
and the level of professional 
competence has continually been 
raised, and with it the prestige 
and importance of the Press. I 
look forward to many more 
years of active life and ! aru able 
to say that with every passing 
year my interest and enthusiasm 
for the task, to which I have 
devoted my life, increases. 

In this year, once again I 
express, with particular pleasure, 
my appreciation cf all those who, 
as employees of your Company, 
have contributed to the satisfac- 
tory results of the year’s work. 
As always, it has been my 
endeavour to stimulate the spirit 
of comradeship and personal 
understanding throughout the 
organisation. 

I am glad that the results I 
have been able to present to you 
this year are, in the circum- 
stances, so satisfactory. At the 
present time, uncertainties both 
in the supply and in the price of 
newsprint, and as to the selling 
prices of newspapers themselves. 
make me reluctant to commit 
myself to any prophecy. I can 
do no more, therefore, than 
assure you that the problems 
ahead will engage our continuous 
and earnest attention and that we 
shall meet such difficulties as 
confront us with that same 
determination and resolve as has 
enabled us to achieve success in 
the past. 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT the Rt. Hon. Alfred 
Robens, M.P., Minister of 
Labour and National Service, 
will open the first European Con- 
gress of Industrial Editors on 
May 24, at 10 a.m., at Berners 
Hotel, W.1. 

* * * 


THAT Andrew Kirk, a_ third 
year student at Edinburgh 
College of Art, has won a poster 
contest in connection with Edin- 
burgh’s anti-fly campaign. 

~ * * 
THAT R. W. (Roddy) Wilkinson, 
of Rex Publicity Service, 
Glasgow, wrote the script for last 
week's broadcast on the Festival 
of Britain Industrial Power 
Exhibition in Glasgow. 

* ot ~ 
THAT there were 6,000 entries 
for a slogan competition 
organised by Cactus Shoes Ltd., 
for their stockists, Woodley’s 
who are opening new premises at 
Exeter. 

* * * 

THAT the new Press and public 
relations department which Auger 
& Turner Ltd. are = in con- 
junction with R. C. Liebman for 
the Rosedale group of com- 


panies, the largest manufacturing 
organisation of plastic goods in 
Britain, was launched with a 
Press conference at the Charing 
Cross Hotel. 

* * * 
THAT the second number of 
Home-Making makes its appear- 
ance on May 24. 

« * * 
THAT K. E. Morgan, financial 
space buyer of Walter Judd Ltd., 
will be married on June 2 to Miss 
Sybil M. Cowling at St. John's 
Church, Welling, Kent. 

+ * * 


THAT a booklet entitled “Britain 
Welcomes you—the Post Office 
at your service,” has been pre- 
pared for Festival visitors by the 
G.P.O. ‘ 


. * 
THAT W. S. Crawford Ltd. darts 
team beat Poster Services Ltd. 
2—1 at the Crown & Anchor, 
Wine Office Court. 

* * * 

THAT employees of the Man- 
chester Weekly Newspaper series 
were accompanied by their man- 
aging director and editor, Harold 
Geldeard, on their annual outing 
to Edale and the hills of 
Cheshire and Derbyshire. 


eight hundred 


and dialects 


are set on the 


LINOTYPE 


Nearly a thousand entries were received for the April Dufay-Chromex 
Lid. amateur photographic contest which was widely advertised in the 


national Press. 


“places” 


Picture shows some of the judges, who included H. J. 
Deverson, picture editor of “Picture Post,” 
Henry G. Russell, editor of “Good Photography,” 
director of Legget Nicholson & Partners Ltd., 
admiring the winning entry in the 


Henry Fox, of Studio Fleet, 
Bertram Young, art 
and U. V. Bogarde. 
group. The contest will 


run monthly until the end of August. 


THAT this display piece, “The 
Messenger,” has been designed by 
the display centre of W. H. Smith 
& Son for shops and bookstalls. 
The background is a night blue 
with white figures, orange red 
wire spirals, white stars, and «@ 
border of ivory with mottled 
orange red. 

* * * 
THAT Tom Fairbairn, Sen., of 
John Miller Ltd., printers, a past 
president of the Publicity Club 
of Glasgow, is recovering from 
his recent illness: and that his 
colleagues sent a telegram of best 
wishes from the Spring Golf 
Meeting at Western Gailles. 

* * * 
THAT an inaugural meeting of 
the Fleet Street Branch of B.P. 
Guild of Old Scouts will be held 
at the “Feathers” next Thursday 
at 6.30 p.m. And 

* . * 
THAT Jack Cox, editor of Boys 
Own Paper, serves on. the 
national Council of the Guild, 
is chairman of its publicity com- 
mittee and hon. Press secretary. 

oe * - 
THAT Ulster Beekeepers’ Asso- 
ciation has approved a marketing 
scheme for £90.000 worth of 
Northern Ireland honey to be 
made available in this country 
this year. 


THAT the latest firms to be- 
come members of Betro include 
William Hollis & Co., Ltd., and 
George Dobie & Son Ltd. 

* * * 

THAT a new feature shown for 
the first time at this year’s B.LF. 
was the casting of 72 point two- 
piece type-high foundry furniture 
from a “Monotype” super caster 
furniture mould. 

* * * 
THAT the third set (East Kent) 
of Whitbread’s miniature inn 
signs is now being issued. They 
are screen printed on metal by 
the Metal Box Co. 

* * * 
THAT the South Devon branch 
of the National Association of 
Goldsmiths has gone in for col- 
lective advertising in Torquay on 
behalf of its members. 


ADVERTISING 
DIARY 
Saturday, 


British FEDERATION OF MASTER 
Printers’ conference. Eastbourne. 
Monday, May 21. 
Pusticitry Cius oF 
Advertising forum 


B. % Austin. 
Waldc orf Harel, 6.15 p.m 
Tuesday, May 22. 

Pusticity Civus oF LONDON. 
Presentation of Club cup at Man- 
sion House, followed by luncheon 
at Cafe Royal to the Lord Mayor 
of London. 

BIRMINGHAM PusLiciry Assocta- 
TION. . ramiey-Harker on 
“Industrial Safety Publicity.” 

fhite Horse Hotel, 12.30 p.m 

Thursday, May 24. 

BIRMINGHAM PUBLICITY AssOcta- 

mecting. Queens 


MANCHESTER Pu om ITY Assocta- 
TION, junior  sectio’ “Festival 
Dance.” Fallowfield Hotel, 8 p.m. 
Saturday, May 
NATIONAL ADVERTISING PuBLIC 
SPEAKING contest, Midland area. 
Geisha Cafe, Coventry, 2.30 p.m 
Monday, May 28. 
Hutt Pusticiry Cius dinner to 
the new Lord Mayor and Sheriff 
i Royal Station Hotel. 


Thursday. uM. 
British Direct Matt ADVERTIS- 
5 AssoctaTION luncheon 
C.ius_ OF FEDS. 
Annual meeting. Great Northern 
Hotel, 6.30 p.m 
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Publications News and Notes 


War Office Flew 


Copies to Korea 


The War Office sent to Korea 
by air copies of last week's issue 
of the Gloucester Journal. These 
copies were going direct to the 
officers and men of the ist 
Battalion the Gloucestershire 
Regiment, heroes of the recent 
Imjin battle. 

A lavishly-illustrated four-page 
supplement — “Salute to the 
Gloucesters”’—told in prose and 
verse the story of the Battalion’s 
four-day stand against massed 
Chinese forces. 

Tributes to the  Battalion’s 
gallantry by Queen Mary, the 
Duke of Gloucester (Colonel in 
Chief of the Regiment), Mr. 
Emanuel Shinwell (Minister of 
Defence), and Lt.-Gen. Van 
Fleet (Eighth Army Commander 
in Korea) were published in the 
supplement. 

* * * 

Widespread congratulations 
have been received by The Times 
on their 32-page Festival of Bri- 
tain Supplement. The whole of 
the front page is devoted to a 
photograph of the King opening 
the Festival from the steps of St. 
Pauls. The supplement includes 
surveys of the arts, science, in- 


The “Drapers’ Record” and 
“Men's Wear” stand at the B.1.F. 


dustry and other aspects of Bri- 
tish life and achievement. Illus- 
trated articles on the South Bank 
Exhibition and exhibitions else- 
where form the main part of the 
supplement. The entire back page 
is taken for an advertisement for 
Cubitts, the main contractors for 
the Festival Hall. The supple- 
ment was a dignified souvenir 
much sought after. 


* * * 


June issue of the R.A.F, 
Review will feature life and con- 
ditions in the Russian Air Force; 
the types of aircraft; the strategy 
and tactics employed and the 
rate of production, together with 
its problems. 


Legal and Gazette 
WILLS 


Soutuwoop, of 
Southwood Court, N.6 
Viscount Southwood Iecft £7 S018. 10s. Id 


VISCOUNTESS 


Fern- 
hurst, 


widow of 


£75,833 6s 


2d. net. (Duty pad 
Probate 


has been granted to 
company chairman, 
Dane, company director, 
both of 93 Long Acre, W.C.2 
She stated: Whereas I can _ never 
repay William S. Dane for his goodness 
and kindness to me and make him 
understand what it as meant to me to 
have him as my friend and trustee, but 
I give to him in the hope that it may 
a constant reminder to him of my 
appreciation of all it has meant to me. my 
most valued possession, the very beautiful 
book he gave me with all the letters and 
telegrams that were sent to my husband 
on his rece ving the honour of a Vis- 
with certain other 
£1.400 and certain 
effects to Alfred C. Duncan, “in recog- 
nition of his kindness to me.” 
included £900 cach 
and colleagues of her late 
: John Dunbar, William H 
ck, Frank J. Cook. Philip Emanuel, 
Arthur Phillips, Montague Hollinshead, 
Norman Canter, Charles FE Wallis. 
Alan S. Wallace, Harry Ainsworth, and 
£400 each to Percy Cudlipp 


‘ Frankling, ° 
William W. Reich, William H. Bangay, 
Alick Gooch, Frank Butcher, Charles A 
Gray. Thomas Moody. Herbert F. Knox, 
Gordon L McLellan and William 
Muirhead, £400 to William C. Nisbett, 
managing director of Illustrated News- 
papers Ltd.. £1,000 each to the Printers’ 
Pension Corporation, t Newspaper 
Press Fund, and the National Advertising 
Benevolent Society, £500 to the News- 
vendors Benevolent Institution, and other 
charitable bequests 

Russet Tippre, of 106 

Street, eading, maintenance 

and publicity manager of Heclas 

Ltd., drapers, Reading, left £4,465 6s. Sd. 
gross, £2,956 9s. ne' 

LeonarD Frank Hunt, of 33 Pet- 

rth Road, Finchley, managing director 


of Kennerley Press Ltd., left £4,212 1s. 
gross, £4,000 10s. Sd. net 

PREBENDARY ARTHUR TAYLOR, vicar of 
St. Bride, Fleet Street, since 1918. and a 
former secretary of the British and 
Foreign Bible Society, a member of the 
staff of the Times from July 1919 to July 
1922, left £43,668 gross, 
£43.294 3s 3d. net 

Frank Wuatrwortn, J.P., of 16 Seagry 
Road, Wanstead, Essex, editor of the 
chairman and 


Stratford Express, and 

jot managing director of Wils 
Whitworth Ltd. left £49,220 14s. 2d. 
gross, £47,319 8s. Id. net value. (Duty 
paid £17,948). 

Sypney Pressury, of 12 Hillmont 
Road. Hinchley Wood, Esher. Surrey, 
governing director of S. Presbury & Co 
Ltd., producers and d'stributors of — 
and slides, left £25,811 4s 
£21,005 18s. 8d. net. (Duty paid £3 188), 

Sam Harotp Hotpsworrn, of Park- 
more, Pollard Avenue, Eldwick, Bingley. 
Yorks., editor of the Yorkshire Sports, 
left £2,701 10s. Sd. gross, £2,663 4s. 11d. 
net. 


New Companies 


Audience (Rochdale) Ltd.. 7 Irwell 
Terrace. Bacup, Larcs. Proprietors and 
publishers of newspapers and journa!s. 
Nominal capital: Directors: Mrs. 


in plaster. 
. designs, 
capital: 
Middleweek, J, 
Rogers. 


plaster mouldings, 
ry bition stands. Nomi- 
£75 Directors ‘ 
T. Pritlove ‘and a &. 


W.C.2) 


CHANGE OF ADDRESS 


Terence Wilson & Partners Lid., to 
15-17 Black ae Lane, London, E.C.4. 

Ss Service Litd.. to 82 
Comuion Road, Brighton, Sussex. 


gt oe time artists agent, 
to Mos ‘Stra 


Pearl, Cooper Ltd. have been 
appointed sole advertisement 
representatives for the new 
monthly, English Golf published 
by Naldrett Press Ltd. Roland 
L. Green has been appointed 
advertisement manager. 

* * * 

Irish Hotelier is sponsoring the 
Hotel, Catering and Domestic 
Exhibition which opens in Dublin 
next Thursday 

. ~ . 

To commemorate the opening 
of the Festival of Britain, the 
Sunderland Echo appeared with 
an eight - page shipbuilding 
supplement. Shipbuilding com- 
panies and concerns allied to the 
industry took space and the edi- 
torial reviewed orders, ton- 
nages and developments. Adver- 
tisement manager Vic Dewey and 
news editor Arthur B. Coates, Jr., 
worked on the idea for months. 

* * 

Current issue of the British 
Vogue Export Book contains a 
review Of the British Industries 
Fair. There are also reports on 
the Vogue lasmion team Visits to 
Holland and South Africa. 

* * * 

The Trader Handbook for 1951 
provides over 45U pages of infor- 
mation for manufacturers, trade 
suppliers and repairers of motor, 
motor-cycle and cycle goods. The 
names of many new firms are in- 
cluded in the addresses section 
and the list of proprietary names 
has also been enlarged. Direc- 
tory sections are again printed 
on distinctively tinted papers to 
facilitate reference. 

* 7 * 

The May issue of American 
and Commonwealth Visitor 
carries a message of welcome to 
Festival visitors by Herbert 
Morrison. Three supplements, on 
Southampton, Salisbury and 
Slough, are tactaded. 


Liberty's of Regent Street dis- 
play work is the subject of an 
illustrated article in the April/ 
May issue of Future, which 
again lives up to its reputation 
for first-class typographical and 
colour work. 

* 


Health and Efficiency Summer 
Annual will! be greatly enlarged, 
printed on art paper, and bound 
in an attractive cover, with a 16- 
page art supplement of sun- 
bathing photographs. 


* * 
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SILK SCREEN ARTS ET 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 3147-6 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
BY EXPRESS £4 
DELIVERY 


DAYLIGHT GLOWING POSTERS 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 
to order, in immaculate style and in the 
best traditions of industrial Design — 
and visually. 
WM. W. CLELAND LTD 


STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


RENART 


STUDIO LTD 


EALING 3362 
» 4644 
7121 


SCREEN PRINTING 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


VAUXHALL BRIDGE ROAD 
ORTA S.W.I.- TEL VIC 0912-3 


245 
vicT 


(842-1951 


FOR FOLDING 
BOXES 


al 
+7 10 

5, 50N & WATTS LTD. 
pein $T.,LONDON, E% £62 


mMONarch 7408 ithree 


Giants? 


you will like our new illustrated 
toider about giant photographic 
enlargements. Ask for your copy. 


ype, Brownlow Rd,W.13. Ealing 2691/3 
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Clothes, Cars 
Fashion Show 


A new appeal in fashions—the 
Concours d'Elegance of clothes 
and cars—is being staged in 
London on June 5. 

Sponsored by Rootes, and the 
British Vogue Export Book, it is 
aimed at overseas buyers. 

With an eye on the dollar ex- 
port market the show will com- 
bine fashion in cars with haute 
couture. On the other side of 
the Atlantic women choose cars 
for colour and line as much as 
for performance, it is claimed, 
in the same way as they choose 
clothes to suit the cars and to suit 
themselves. 

Humbers, Sunbeam - Talbots, 
and Hillmans will appear accom- 
panied by mannequins dressed in 
the latest fashions that bear the 
same stamp of British workman- 
ship as the cars in which they 
drive. 

Designed for British Vogue 
Export Book by leading houses 
the clothes, like the cars, will be 
available for prompt delivery to 
overseas markets. 


French Travel Agents 
To Tour Wales 


In an effort to “sell” Wales as 
an ideal holiday country to the 
French the Welsh Tourist Board 
have arranged for four Parisian 
travel agents to tour Wales 
during June. Lyn Howell, secre- 
tary of the Board, will be in 
charge of the tour. 

Recently four Irish travel 
agents from Belfast accompanied 
by Lyn Howell and W. L. 
Chrimes (founder member of the 
Board) completed a four day tour 
of North and Mid Wales. Irish 
agents spoke of a return visit by 
Welsh officials. 


AFTER BUSINESS 
HOURS 


‘Three Sisters’ 


(Aldwych) 

Rarely is there such an 
assembly of talent as that which 
graces the stage at the Aldwych 
where a brilliant revival of the 
“Three Sisters” is a Festival offer- 
ing of outstanding merit. 

A sensitive and balanced pro- 
duction helps to emphasise the 
lyrical distinction of this gloomy 
study in frustration. With Sir 
Ralph Richardson as the Colonel, 
Margaret Leighton, Celia John- 
son and Renee Asherson, as the 
sisters, and Diana Churchill the 
bossy sister-in-law, the play is 
amply assured of the maximum 
in magic and misery. 

The abiding excellence, how- 
ever, of this production is that 
these stars do not dim the lesser 
characterisations. While the 
choice of this play in Festival 
time may be debatable. visitors 
are assured of seeing a classic in 
superb setting. —T.C.B 
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| PHOTOGRAPHERS } 


COBB & CLOW LTD. 
Photographers 
ARCHITECTURAL and INDUSTRIAL 
Special CONTRACTS arranged for 
quantities of Copying and Printing 
Prompt Services and Delivery. 


23 NORTH END PARADE, W.14 
FULham 9806 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


* 
Advertising - Industrial - Editoriat 
and Colour Photography 


A. C. K. WARE 
(PHOTOGRAPHS) LTD., 
Metropolitan 9836 
Pomeroy House, Basinghall St., London, E.C.2 
TT 8 


eg 


From postage stamp to poster 
in single copies or quantities 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 
| ROBERT P. HYMERS LTD 
17 Clifford St.,W.1 MAY fair 6768-9 | 
NORTHERN AREA 
R. DIXON, 13 Curzon Rd 


Stretford, Manchester 


[ DISPLAYS EXHIBITIONS } 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER [5 
BLACKFRIARS 0856 
STANDS AND DISPLAYS 


May 17, 1951 


Services & 


COMMERCIAL ARTISTS 


MECHANICAL DISPLAYS 


FASHION 
ARTIST 
LADIES ... CHILDREN .. . 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


R. 0. CRIPPS 
Cc * Agent. 
(Estd. 1928) 
Has now removed to: 


408 STRAND, W.C.2 } 
Tel.: Tem, Bar 3922, | 


Representing artists specialising in: 
Figure. Adults and Children. Fashion, 
Scraper Board (any subject), Air- 
craft, Shoes, Animals, Landscapes, | 
Seascapes, Strips (all subjects), Exhibi- | 
tion Stand Designs, Book Jackets, | | 
Heavy Transport, Electrical, Motor 
Cars, Technica! Illustrations, Models 
and Cutouts, Lettering, Girls Heads, 
Cartoons, Indusirial Design, Pictorial 
“Maps, Greeting Cards, Murals. 


TWoOR ART AGENCY ITD 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
HOLborn 8841 CHAncery 3506 


| MISCELLANEOUS : 


Where are 
your best markets 
and customers ? 


How can you most profitably 
exploit them? What media and 
services cover them? To these 
questions, and hundreds more like 
them, you find instant, accurate 
answers in the new County-by- 
County Marketing Survey of the 
United Kingdom, which enables 
you to expand your markets, sell 
more goods, find new sales outlets, 


oo your marketing costs. 
p. (no solenion for 
aumieine Leafiet MSS 


BUSINESS PUBLICATIONS LTD 
180 FLEET STREET, LONDON, E.C.4 


| POSTER ADVERTISING i 


OF QUALITY 
COOK’S 3 out of every 4 SITES 
DISPLAY PRODUCTIONS LTD in BOLTON belong to BLEAKLEY’S 

124 Ladbroke Grove, W.10 BLEAKLEY’S 
"Phone PARK 8652/4 lominaces 
BOLTON 

EXHIBIT . : 

FLUORESCENT SPECIALISTS ———S 


Why Not Use 
**SCREENASCOPE’’? 
The finest continuous automatic 


STILL PICTURE PROJECTOR 
for 


Publicity and Commercial 

Advertising in Exhibitions, 

Shop Windows, Stores, etc. 
CRANE AUTOMATIC CO. LTD. 


Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. WEMbley 5997 


| PACKING } 


EXPERT 
PACKING 
PAYS 
Collation, Packing and Despatch 
We offer a prompt and efficient 


service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc. | Write or phone 
&. CHRISTIAN @ CO. LTD. 
10a De Beauvoir Sq., London, N.! 
Clissold 3463 


| PROCESS SUPPLIES 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small sample suppiied on request. 


THE S.D. SYNDICATE LTD. 


4-6 EARL ST., FINSBURY, LONDON, E.C.2. 


Telephones : Telegrams : 
BISHOPSGATE ~~, ESSDEECOP, 
68116812 “<> FINSQUARE, 
7001 LONDON. 
—- 


PROCESS ENGRAVERS j 


SCOTTISH STUDIOS & ENGRAVERS 


offer a unique & complete service for 
COMMERCIAL ART 
PHOTOGRAPHY 

MAKING 


S1.. GLASGOW 


" & BLOCK-M 


196 CLYDE 
City 6961-2-3 
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Supplies... 


PERIODICAL AND 
COLOUR PRINTERS 


[GENERAL PRINTERS }} | { SILK SCREEN PRINTING } 


From a baby’s bonnet to a suite of 
furniture—we make chenpeabie Price 
tickets and showcards to suit all 
classes of g 


for H.P. wade to i Cash 
Price (or Deposit) and Weekly (or 
Monthly) payments. Through 
CAMDEN Price West 
bourne Gdns., Hove, 3, Sussex. Tel 


Hove 39684. Trade terms on request 


Whether it’s merely a job of 


duplicating 
by stencil, = wwe 
cavelopes that —_ 


addressing 


from lists supplied by you or 
Prepared by us; and if the job 
of making-up, enclosing and 


mailing 


is one your office staff could 
well be spared why not phone 


Fermaprint 


17 Fleet Street, E.C.4. Cen 2426 
90 Victoria Street, S.W.1. Vic 8258 


[—— ADVERTISE BY POCKET ~~ 

CALENDARS. Your own wees 
attractively displayed. 

gr. 21s. 1,000 30s. pilus P-Tax. 
PRINTING for all purposes Com- 
plete Mail Order advertising schemes 
undertaken Copy writing, printing, 
gg gs addressed from 


pro- 
of 


FW. WHITE & CO. 


Trade Letterpress & Litho Printers 


ALBION HOUSE. NEW NORTH ST 
THEOBALDS RD. WC! 


| SILK SCREEN MATERIALS j 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport Tel. STO 3375 


HOL 943 


Specialists in 
Screen Printing 


. 

W. C. RAYMENT 
AND COMPANY 
RAYSIGN WORKS 
DURHAM ROAD 
LONDON N7 
. 

L . Telephone ARCHWAY 252! =f 


PROSPECT 1825 
FOR QUALITY 
BLACK’S 


SILK SCREEN PRINTING 
SHOWCARDS POSTERS 
GLASS BANNERS 
PLASTICS RUBBER 
TRANSFERS ETC. 


J. K. BLACK & CO. (Printers) LTD 
28 Priests Bdg, Mortlake, S.W.14 


i 


Display Artists 
Silk Screen Printers 


| 


ADVANCE 
PUBLICITY 
LIMITED 


149 WARDOUR STREET 
LONDON, W.! 
GERRARD 8236 


EXHIBITIONS 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANGEABLE 
METAL LETTER SIONS 


SILK SCREEN 


AND SINGLE COPIES 


FOR 
SERVICE 


MOORE & TOMLINSON LTD. 


KENNINGTON 


RELIANCE 
2815 


|__ OFFICE SUPPLIES 
rome” 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P II Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, envelopes, etc. 


4.N.P. (London) LTD. 
2 Middle St., E.Ci. Met 8322; Mon 2402 


7 |_BLOCKS & DIES } 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
4 GREEN, E.C1 


Get. 38 years 


ADVERTISING NOVELTIES } 


Goodwill Gifts 


of ADVERTISING NOVELTIES 
for your business friends and 
potential customers 


SHENTON SERIES 


Offers a large range with per- 
sonal service. Write for our 
Catalogue or ask our repre- 
sentative to call. 

We are actual manufacturers 


GALE MELVILLE LIMITED 
67/73 MARLBOROUGH GROVE, OLD KENT 
ROAD, $.£.1, Tel. BER 4187 (2 lines) 


ADVERTISING GIFTS 


of all types 
from PENCILS to SILVER CUPS 
Send us your enquiries and let us suggest 
gifts to suit your price. 
ANGLO FANCY PRODUCTS LTD. 
37 Mill Lane, London, N.W.6 


Phones: Hampstead 5858 and Gladstone 676! 
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Inventors To Lead 
Talks At Print 


Congress 


Claes Aller, Denmark, inventor 
of the Aller bimetal lithographic 
printing plate, and Dr. H. J. A. 
Goeij, Holland, inventor of the 
Hadego photocomposing mach- 
ine, will be among the speakers 
at the seventh International Con- 
gress of Master Printers to be 
held at Church House, West- 
minster, from July 22-27. They 
will address the lithography and 
photogravure sectional meetings 
respectively. 

Other sectional meetings—de- 
voted to the discussion of letter- 
press and bookbinding methods 

-will be addressed by Giulio 
Stucchi, Italy, and Sir Robert 
Leighton, Great Britain. 

The two main business sessions 
will hear lectures by Werner 
Merkli, Switzerland, on Produc- 
tive Efficiency and Andre 
Rousseau, France, on Design in 
Print. 

At the inaugural session visit- 
ing master printers and their 
guests will be welcomed by Rolf 


Unwin, now president-elect, 
British Federation of Master 
Printers, and W. Hope Collins, 


chairman of the Congress Com- 
mittee and member of the Coun- 
cil of Administration of the 
International Bureau, The 
response will be made by F. 
Lefort Lavauzelle, France, presi- 
dent of the Council of Adminis- 
tration of the International 
Bureau. 


‘No Cut-throat 
. . 
Publicity’ 

A Festival of Cycling, 
held at the Dunlop Sports 
Ground (June 23-24), is planned 
to be the biggest publicity effort 
yet for cycling, Mr. 
McLachlan, advertising manager, 
the Hercules Cycle & Motor Co. 
Ltd., told the Pedal Club in 
London. 

Manufacturers and_ cycling 
organisations supporting 
Festival had agreed to sacrifice 
their individual interests in the 
cause of cycling. No manufac- 
turer would endeavour to get any 
publicity advantage for his own 
company over the others. 

“In the normal way we manu- 
facturers will slit each other's 
throats if necessary to sell our 
individual makes of machines,” 
said Mr. McLachlan. “But when 
it comes to putting cycling across 
as a cause we are completely 
united.” 


B.D.M.A.A. Cups To 
Be Presented 


The British Direct Mail Adver- 
tising Association Challenge Cups 
will be presented by the president. 
Sir Frederick Rowland at a 
luncheon meeting at the Waldorf 
on May 31. 

Judges are: Mrs. Beatrice 
Warde, Mr. J. Max Bemrose, and 
Major C. V. Wattenbach. 
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ADVERTISER'S WEEKLY 


POINTMENTS VACANT 


APPOINTMENT 
ABROAD 


ARPLICATIONS 
appointment as 


are invited = for 
Advertsing Manager 
of the oldest established 
commercial houses in India 
Candidates, aged 25-35, should have 
sound knowledge of modern pubii- 
city practice, and be thoroughly 
conversant with press advertising. 
exhibition work and other = sales 
Promotion activities Knowledge of 
typography and enginecring advert 
ising will be an advantage 


SALARY according to qualifications 
age and experience, with annual 
increments and with allowances on a 
generous scale to cover cost of living 
in India; tree furnished accommoda- 
tion and medical attention for 
employee and family, Pension and 
Provisent Fund schemes and libera 
loca: and Home Leave arrangements 
with all fares paid; extra allowances 
for wife and children; bonus accord 
ing to trading results 


THE 
required to 
ation 


will be 
examin- 


successful candidate 
pass a medical 


instance by air 
Office Manager, 


the first 
the 


Apply im 
mail letter to 
GRANT ADVERTISING INC. 
16 Theatre Rd., Calcutta 16, India 


ASSISTANT required by Publicity De- 
partment of large Electrical Manu- 
facturing Company with West End 
Head Office Applicants must be 
familiar with production of catalogues 
commercial and technical literature. 
Press Advertising, ctc Some experi- 
ence of exhibition work an advantage 
Write, giving particulars of age. cx- 
perience and salary required 
Box 9507 Ad. Weekly 180 Fleet St EC4 

THE EASTERN GAS BOARD (Watford 
Division), require a Senior Assisiant 

administrative and organising 

Publicity Department 
c varied 

They 

> the collation and interpretation 
of sales statistics and marketing infor- 
mation; sufficient creative ability to 
initiate advertising in most media in- 
cluding display and exhibitions; copy- 
writing (including house journa)) 
Svuund working knowledge of printing 
essential Experience in the gas or 
electricity industries an advantage 
Pens on scheme S aff canicen 
Successful candidate would be required 
to pass a medical examination om- 
mencing salary £470 al annum 
Gencral Manager. East 
Watford Division R 
Clarendon Road, Watford 

LONDON COUNTY COL NCIL. 
quired in September, 1951 
well School of Arts 

teachers ol era layc 
the standard for and 
London Institute Techno!ogi- 
Certificate in day classes 9—12.30 
30—5 and evening 
hours 
4 6d Apr 
forms obtainable from the Secre 
the school, Peckham Road. S 


be returned as soon as possible (608.) 


We require a first class 


RETOUCHER 


who is used to a high degree of 

finish and whose capabilities are for 

technical and semi-technical work 
Write giving full details to 


Box 9483 
Advertiser's Weekly, 180 Fleet St., E.C.4 


TECHNICAL 
Motor control 
North West 
(H.N.C. or 
Publicity 


SALES PROMOTION. 
gcar manulacturers in 
require clectrical graduate 
equivalent) as assistant in 
Department Must have 
ability to collate information. grasp 
essential selling features, and write 
clear, concise English for publication 
Interest in layout and presentation and 
ability to deal direct with primer, 
blockmaker, etc.. would be an added 
advantage. Fullest particulars including 
essential salary required, age, training, 
to 

Box 9471 


Ad. Weekly 180 Fleet St ECS 


* Phone 


328 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3s. 64. per line. APPOINTMENTS WANTED 
3s. per line. Display panel 35s. per inch. All other classifications 4s. per lime. 


Display panei 45s. per inch. 


Minimum three lines. 


Each line consists of average of 


24 ag ignoring space. Box number counts as one 4 - and is to be 
Additional fee of 9d. is charged for use of Box Series 


insertions, 5%, => 10% on 26, and 15%, 


seven UST BE PREPAID. 
Stree! 


t, E.C.4, 


Address: 
"Phone Chancery 8844. 


on 52. 
“Advertiser's Weekly,” 


APPOINTMENTS VACANT 


ADVERTISEMENT REPRESENTATIVE 
tequired for well established periodical 
Qualifications necessary: Keenness, 
initiative, good appearance and person- 
ality. Some knowledge of the bui'ding 
industry an advantage. Applicants 

write giving qualifications, 
education, business experience; 
“The Architectural * s releeiaal 
13 Oueen Anne's Gate 

VOUCHER CHECKING i invoicing 

clerk required Hours 9-5.30 Must 

intelligent and experienced. Salary 
£6 p.w. Phone CENtral 7870 or write 
O.P.S.A. Ltd., 110 Ficet Street, E.C.4 


RETOUCHING, LAYOUT, LINE AND 
GENERAL ARTISTS 
Experienced Artists with these 
qualifications should write, phone 
or call, beiween §.0 and 6.0 p.m 
TEMPLE STUDIOS LTD. 
301-307 Temple Chambers, 
Temple Avenue, London, E.C.4 
Central 4912 


LADY ASSISTANT 
department of Filect 
Good typist, knowledge of shorthand 
preferred Good prospects Salary 
according to age and qualifications 
Telepnone for appointment, Mrs 
kKovers. CENtral 4353 

PRINTER-ENLARGER required 
ing commercial paotographic 
require fully experienced 
Enlarger. Write 
Box 9468 Ad. Weckly 180 Fleet St EC4 

EDITORIAL ASSISTANT requires for 
Engineering Journal c «applicant 
shou.d possess good all-round enginecr- 
ing knowledge and ability to write 
technical copy and will have wo 
prepare and layout matter for printer 
and blockmaker and to handle depart- 
mental correspondence Experience of 
printing procedure and know'edge 
fore gn a an advantage 
pens ulars writing only 

MAC HINERY LLOYD, 6 Cavendish 
Place. Londor, Ww 
EXECL tana 


required for book 
Street publishers 


Lead- 
Studios 
Printer- 


aged 27—33, with good 
background required to fill 
Advertising Department 
well-known manufac.urers Must have 
had at least three years experience in 
the advertising of consumer goods d's- 
tributed through cither pharmaceutical 
or grocery channels. Some agency cx- 
an advantage Good pro- 
man with initiative. Write 
confidence and in full, stating 
salary requ red 
Box 9508 Ad 


educationa 
vacancy i 


to 
Weekly 189 Fleet St EC4 


PRODUCTION 
ASSISTANT 


Harrods Ltd., have a vacancy 
for a young man or woman (pre- 
ferab!y between 20 and 25 years 
of age) in the’ production 
section of their Advertising 
Department 


Accuracy in detail, enthusiasm 
and a good knowledge of pro- 
duction methods and routine are 
essential qualifications The type 
of person we require will be in a 
similar position with an Agency 
or Advertising Department at the 
moment and will be looking for 
an opening offering scope for 
initiative and future advancement 


App'ications, which will be 
treated in confidence. should be 
addressed in the first ins'ance to 
the Staff Manager, Harrods Ltd., 
Knightsbridge, S.W.1, and should 
give age, details of previous 
experience and salary required 


ESENTATIVE required for Display 
Exhibition. One with little experi- 
ence tmeght suit Reply stating salary 
and experience to 
Box 9477 Ad. Weckly 180 Fleet St EC4 


CLERK, mate or female 

aSSist IN pricing ¢. part 
Sized advertising agency 
collect and collate all 
agairst jobs to which they 
pricing ind estimating. Knowledge of 
advertising production desirable but not 
essential. Fleet Street Area. Apply in 
own handwriting Stating salary required. 
Hours 9.30—5.30 
Box 9499 Ad. Weekly 180 Fleet St EC4 

REPRESENTATIVE (Lorcon Area) to 
call on buyers of letterpress and screen 
proces, printing Some knowledge of 
the former is essential 
Box 9494 Ad. Weekly 180 Fleet St BC4 

SECRETARY required by Publicity Man- 
ager of Alexon and Deilbury Ladies’ 
Coats Suits and Skirts. Good educa- 
tion and shorthand typing essential 

also be neat and accurate at 
Five-day week, 9-5.30, 
appointment please 

CLErkenwell S11, extension 
Steinberg & Sons, Ltd., 120 Aldersgate 
Street, E.C.1 

RETOUCHING ARIIST required by 
London Studio. This is a first class 
vacancy 9 a good man. ‘S-day week. 
Top salar 
Box 9478 ‘ad Weekly 180 Fieet St EC4 


MARKET 
RESEARCH 


Large London Agency requires 
experienced Research man to 
take charge of this phase of 
its activities. He should be 
under 40 and have had Agency 
training in a wide variety of 
investigational work. He will 
be expected to plan the re- 
quirements, to prepare final 
reports and recommendations, 
and he will not be reluctant to 
make calls himself for check- 
ing and planning. He will be 
well paid and included in the 
Pension scheme. 


required 


Box 9426 
Advertiser's Weekly, 180 Fleet ‘it., E.C.4 


ASSISTANT to the Advertising Manager 
of well-known West London firm of 
Manufacturing Chemists, required to 
assist in the comrol of mailing and 
Stock literature production Good 
knowledge printing technique 
necessary; ie or medical back- 
ground useful but not essenual 
Box 9496 Ad. Weck’y 180 Fleet St EC4 

INVOICE TYPIST required by London 
(Wes: End) Advertising Agency. Some 
know'edge of advertising preferred but 
not essential Hours 9.30 two $.30 
Canteen facilities. Salary according to 
ability Apply: Secretary, Basil But'er 
AF Lid, 4 Heriford Street, London, 

a 


required 


PRODUCTION ASSISTANT 
by . Previous 


John Haddon & Co., Ltd 
agency experience desirable Man in 
early 20°s preferred. Apply, Secretary. 
it ene Square, E.C.4, or CEN 
8156 


ALERT, forceful young advertisement 
representative required for fast-growing 
of London local newspapers 
living West London preferred. 

details recent experience 
Box 9453 Ad. Weekly 180 Fleet St EC4 
ARTIST (Male), about 25, with sound 
Practical studio or agency experience 
required to work in advertising depart- 
ment of large manufacturing chemists 
East of London. Competency required 
of the following: Lettering, 
retou. hing. typorraphy. 
to work from 
visuals supplied used to a eefined 
Standard of taste Apoly initially in 

writing to Personnel Office 

Box 9493 Ad. Weekly 180 "Fleet St BC4 


May 17, 1951 


APPOINTMENTS VACANT 


SECRETARY, aged 17/19, required by 
Publicity Manager of Fleet Street book- 
Publishing firm Exceptional opening; 
oe work. Write 
Box 9465 Ad. Weekly 180 Fleet St EC4 

ADV ERTISEMENT REPRESENTA- 
TIVE required for Annuals Department 
of well-known Fleet Street group of 
publishing companies. Good opening 
for keen, young space-salesman 
Box 9466 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTATIVE 
Benn Brothers Lid.. publishers of trade 
and technical journals, have a vacancy 
in Scotland for an advertisement repre- 
sentative of The British Trade Journal 
and Export World; all applications wil! 
be regarded as strictly confidential; 
written applications only wil! be con- 
sidered Reply giving full details 
age, experience, sz 
to the Managing 


Brothers Ltd., 154 Fleet Street, E.C.4 


GOVERNMENT OF TASMANIA 
Applications are invited for positions 
of Journeymen Binder, required in 
Hobart Preference given to single 
men. Weekly wage between £A10 and 
fAll 1 ‘assages would be 
arranged under Commonwealth 
Migcation Scheme. Send ful! details 
of age, education, past experience, 
erc., to Agent General for Tasmania. 

457 Strand, London, W.C.2 


FLEET STREET AGENCY seeks layout 
artist who can produce finished work 
when required. Agency experience 
desirab'e Age, experience and salary 
expected to 

_ Box 9501 Ad. Weekly 180 Fleet St EC4 

AMERICAN PUBLISHER of Dry 
Goods, Fashions, Housewares monthly 
business Magazines requires services 
of experienced advertising representa- 
tive for Great Britain and Northern 
Ireland Commission Write qualifi- 
cations and experience to Leonard 
Spring. Ben Sackheim, Inc.. 2 West 
59h Street. New York 19. N.Y 

LAYOUT AND PRODUCTION Man 
required Some previous experience 
essential Opportunity for resourceful 
and energctic junior to handle own 
accounts and learn more Phone or 

for appointment Austin Knight 

._& Grape Street, W.C.2. TEMple 

_Bar 7801 

man required by wade. ——- Write 
fully and in confidence 

Row 9417 At Weekly 180 Fleet St EC4 

APPLICATIONS are invited for the post 
of Midlands Advertisement Representa- 
tive of a National Magazine. Advertis- 
ing experience desirable but 
selling record essential Full particu- 
lars and salary required to 
Box 9475 Ad. Weekly 180 Fleet St EC4 


Are you 
worth making a 
place for? 


Shocking grammar. But we're 


interested in artists, not 
writers. So if you are a figure 
man, letterer or retoucher, 
remember that at Pentagon 
there’s always a place for the 
truly first class man, and we 
are ready to give him a first 
class salary. If you think you 
are that good, and your work 
can prove it, give us a ring. 


PENTAGON 


DESIGN SERVICES LIMITED 
WELBECK 5445 


ARTISTS required with studio experience 
of design and layout, photo retouching 
and reproduction drawings, and display 
Cesigning. Good salary and permanent 

ition for cight men. Position of 
Studio Manager open for artist with 
exceptional ability. Decor Advertising, 
Broadmead. Bristol. 1. 

YOUNG ADVERTISING EXECUTIVE 
capable of eventually controlling 
Agency; marvellous opportunity; must 
have good personality and some admin- 
istrative experience; state and 
experience to 
Box 9476 Ad. Weekly 180 Fleet St BC4 


your Classifieds to CHA 8844 (Ex 23) 
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May 17, 1951 


APPOINTMENTS VACANT 


ADVERTISEMENT MANAGER re- 
quired for cstablished publication must 
have contacts with national advertisers 
and agents Splendid prospects and 
permanent position for right man or 
woman. Salary and commission. Write, 
Newbourne Publications ae. 91 Stoke 
a Church Street, London, 

16 


EXPERIENCED TICKET WRITER 
quired. vig : tag Studios, 
_Lillie Road, S.\W 

MERCURY D DISPLAYS LTD.. require 
Account Executive for Exhibition 
Stands, Displays etc., Ample support 
given. Apply, stating salary and experi- 

ee + seasest Bridge Road, 


EDUCATIONAL PUBLISHERS require 
Junior and Senior Staff and Free-lance 
Artists. Write: Jackman Studios Ltd., 
22 Cross Street, N.1. 

GOOD ACTION Figure Artist required 
on a free lance basis to work in studio. 
Good strip artist also required. 
don Studio. 

Box 1700 Ad. Weckly 180 Fleet St EC4 


re- 
321 


We require a first class man who is 
able to adapt himself to most types of 


COMMERCIAL ART 


No figure or fashion work required. 
Write giving full details to 


Box 9482 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG MAN required, good atncetion 
and appearance, national serv 
picted, good prospects if suitable with 
high class colour printing concern. 
Box 9497 Ad. Weekly 180 Fleet St BC4 
FIRST CLASS contact man required by 
London Studio. Write for an appoint- 
ent. Confidentially to 
Box 1693 Ad. Weekly 180 Fleet St EC4 
ORDER CLERK, experienced, required 
_ ro as part-time, 4 p.m. 


eck. Gc salary 
Box. 9309 Ad Weekly 180 Fleet St EC4 
COMPTOMETER OPERATORS required 


for temporary work—West 
and London Suburbs. Travelling « 


ance. Occasional and permanent vacan- 
cies for fully experienced operators 
only. Write Essex Calculating Service 
Lid., Heath, 


High Road, Chadwell 
_Essex. ‘Phone Seven Kings 99. 
COMPOSITORS required by large Ticket 
Printing Firm in Middlesex. Write with 
details of experience to Box 5268 Frost- 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ADVERTISING ASSISTANT to Sales 


must have working experience of trade 
advertising and publicity routine includ- 
ing technical —_ advertising, sales 
literature and house organ, with ability 
to create and to co-ordinate detail and 
co-operate with irm'’s advertising 
agents. Good prospects for enter- 
prising with progressi rm 
‘oducts enjoy world-wide re 
Initial — = E.* = 
details of education 

Box 9511 Ad. Weekly 18 180 ‘Fleet § SE ECs 


APPOINTMENTS WANTED 


KEEN YOUNG MAN, age 22, as 
ye Lay Position in Agenc: 
or vert partment 
Box 9472 Ad. Weekly 180 Fleet St BC4 


I’m no 
“ High-powered 
Executive ...”’ 


-.. but a young man who has 
spent sev years going through 
the mill in some good Manchester 
Agencies—collecting a pretty wide 
practical experience in all aspects 
of Agency ee who is now 


successf 
executive position in by well-known 


the ability to prepare down-to-cai 
copy and visuals for both technical 
and consumer accounts, a man used 
to sensible —, liaison and con- 
trol—with a pean, 

appearance and ‘education ees 
who is, above all, entirely reliable 

little would be lost by an invita- 
tion for @ non-committal discussion 
He'll be in London for a few days 
in the near future and wo be 
pleased to hear from you. 

Bex 9473 
rs Weekly, 180 Fleet St., E.C4 


Bauasth 


Smith Advg., 64, Finsbury P . 
E.C.2. 


PRODUCTION, i energctic assistant 
required by busy medium-size adver- 
tising a. Must have experience 
of all phases of production work. Holi- 
days this year. Write stating age 
experience and salary required to 
Box 9443 Ad. Weckly 180 Flect St EBC4 

YOUTH 16-17, wanted in_ Publicity 
Department of large West End Com- 


mercial Organisation. G prospects 
for energetic youngster who is prepared 
e. eee. Staff restaurant facilities. 


Bor $452 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED SILK SCREEN OPER- 
gaa —. Highest rates of 


po crows 
Studios. ati “Lillie Road. S.W.6. 


ADVERTISING SPACE SALESMAN 
for Bicmingham ar:a required by weil- 
known trade paper. Salary £800 and 
pon ga peases paid. Superan- 


nuati 
Box 9495 Ad. Weekly 180 Fleet St EC4 


EDITORIAL SECRETARY required ‘for 
monthly 


Box 0467 Ad. Weekly 180 Fleet St BC4 


GOLMAN, PRENTIS & VARLEY LTD., 
require a_ fully-trained copy detail 
assistant. Please state age, experience 
and salary required in firs: ee to: 
Staff Manager, 34 Grosvenor St., W.1. 


OWING DEATH previous c. 


MALE VOUCHER CLERK, 34, 44 years 
experience West End Agency, secks 
similar position in ewe, “area office, 

a E.C.4, or 
required £5 5s, weekl 
Bor 9 9460 Ad. Weekly 180 Fleet St ECs 


STUDIO EXECUTIVE 

15 years’ experience with Agency and 
Studio. First class lettering, layout 
anc retouching, experienced organiser 
of a tend 
buying i 

Position ——_ with winding —J 

lepartme: 


LYONS, 79 Rectory Road N.I6 
Clissold 01385 


TOUNG +" with hnostefee of ior 
Production position in 


Poe "9463 Ad. Weekly 1 180 Fleet St BC4 
EXHIBITION AND DISPLAY , Man 
Experienced 
design, production, specifications and 
estimaung. 
Box 9456 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT MANAGER, good 


energetic experienced _ sal 
with class agenc 


APPOINTMENTS WANTED 
GENERAL ARTIST (27). 10 years’ ex- 
perience in Agency/Studio work, seeks 
new progremive postion. 
Box 9510 Ad kly 180 Fleet St BC4 
gt ee MANAGER (LADY) 
space seller. 


secks change. Successful 

Pleasant personality, excellent contacts, 

Agencies and Tri 

Box 9515 Ad. Weekly 180 Fleet St BC4 
—_ BUYER (30), keen and with 

our years’ ex as inter’s 

a and Let 

with carton and box-printing, ctc.— 

ires seed se post, 
round knowledge 


and trade contacts. 
Box 9489 Ad. Weekly too” Fleet St BC4 
PURLEY re (30) 


outs post in London or or (pref.) Bristol. 

Experienced planning and control 
trade/technical ‘Press advertising, direct 
mail, house sales | 


Box 949! 
Advertiser's Weekly, 180 Fleet St., C4 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


——— apie Ped a 


ashion 
’ hoo for 
appointment in writing to Fashion Art, 
Maddox Street, W.1, or phone May- 
lair 7 
AR TIST/DRAUGHTSMAN required on 
free-lance is for technical drawings. 
Desk available, Iiford area 
Box 4 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


PHOTO-UNION LTD., all photographic 
services and caqenies. Studio House, 12 
Soho Square. W.1. GER 7184. 


e Sales. 
Box ‘1609 Ad. Weekly 180 Fleet St BC4 
ADVERTISER wishes to dispose of 
small but flourishing recognised Agency 
Replies strictly 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 


need of staff, Wonk Bureau 
Excel House tcombe Street, W.C.2 
pe mgr S320). We specialise in 
efficient personnel 


CAN ANYONE offer me employment? I 
am willing to anything. Write 
= ' olins envelopes, prepare 
ists oO 


addresses. 
Box 1679 Ad. Weekly 180 Fleet St EC4 


HOW BIG 
ARE YOU? 


Big enough in mind to 
appreciate... 

Big enough in purse to pay. .. 
. +. a commensurate salary 

to an outstanding figure 

in the Publicity, Press, 
Advertising, and Film World? 
IF YOU ARE | WOULD BE 
DELIGHTED TO MEET YOU. 
Details of my career have 
appeared from time to time 
in the editorial columns of 
this journal. 


Fullest details immediately. 


Box 9440 
Advertiser's Weekly, 180 Fleet St., E.C4 


ferably in nm 


etc. wo years London 
Agency. Wide provincial ceoedeass 
technical and 7 accou: 


Specimens on request. J. Wharie, 
oe = Ace 1 Malsis ay, Keighley, 


cory warTen EXECUTIVE secks a 
with agency 
ivertiser. First class 


on the South Coast. 
Box 9484 Ad. Weekly 180 Fleet St BC4 


CAMERA TALKS (Photographers): 
Large _ international paomre 
library. 23 mark Place, W.C.2. 
TEM 1828. Easy contract terms for 


all your photographic work. 
EXHIBITIONS—We have work for 
practical free lance display and exhibi- 
tion stand designer (London). Write 
for interview with examples of jobs 


done. 
Box 9485 Ad. Weekly 180 Picet St EC4 


ACCOMMODATION 


COULD ANY ADVERTISING MAN 
put another young advertising man in 
the way of an ? 

tic bliss very necessary for full 
cfeative output. West of London pe 
ferred. Any suggestions very welc 
Box 9488 Ad. Weekly 180 Ficet St ‘ca 


MISCELLANEOUS 


RIVER YEALM HO Newton 
Ferrers, $. Devon. (Tel.: et) Sheltered 
and sunny position directly overlooking 
—— in 


Ss. von's famous beauty 

ing combination of SEA, 
RIVER and COU Y. T 
Bathing, Sailing, Fishing, Boati 


Riding. Fully licensed. Excellent chef. 


SALES AND WANTS 


STUDIO COMPROJECTOR for copying 
or direct tracing. —— 5, reduces 
1/5. £100. Leonid Eng. Co. Ltd., 18 
_ Coram Steet, W. rad 1. 


TISTS need “Techni- 
que of Advertising Layout.” Hundreds 

of Llustrations. 185 pp. Cloth. 15s. 
_ Partridge P' 
MILPORD-ASTOR MACHINE 
. tickets, etc., 


st 

Services, Pleasant, 
Liverpool, 

DEMY WHARFEDALE for sale. Geared 
inkers Flyer delivery, flexible 
duct. Perfect register, and 26 in. Hand 
Rotary ~~ for sale. 3 ki 
Perfect or 
Box 9504 Ad. Weekly 180 Fleet St BC4 


PRINTERS 


12a Mount 


technical background. 
Box 9506 Ad. Weekly 180 Fleet St BC4 


national and technical bubiication ex- 
Perience, secks — Publisher 
Offering real pros 

Box 9436 Ad. Weekly. 180 Fleet St BC4 


YOUNG MAN experienced rough lay- 
outs, blocks, printing, secks situation. 
Salary £350. 

Box 9500 Ad. Weekly 180 Fleet St BC4 


The Alcuin Press are in the position 
to print a weekly and/or monthly 


vacancy open full time, experienced 
man, commi a basis, four old 
established trade journals. 
Box 9469 Ad. Weekly 180 Fleet St EC4 
AGENTS for the sale of advertising 
novelties, showcards, etc. eekidss al 
men need apply. wig | td., 
Brecknock Road, London 
POSTER WRITERS ——. 
men for Art and Oil work 
Studios, 6 Cromwell Road, 
on-Thames. Kingston 2417. 
PRODUCTION ASSISTANT (maiec), age 
23-26, recuired immediately by West 
End Store. Experience in layout and 
typography essential. Write with full 


tails 
Box 9498 Ad. Weekly 180 Fleet St EC4 


* Phone 


your Classifieds 


PUBLICITY MANAGER (35) 


Nine years comprehensive advertising 
experience—2 with laboratory sup- 
pliers; 7 with domestic el 

appliance wo Adminis- 
tration, print and 
exhibitions, 


literature, work, 

vision of Rotaprint Department and 

supplying items for editorial mention, 
cellent references. 


Box 9505 
Advertiser's Weekly, 180 Fleet St., E.C4 


CREATIVE ADVERTISING MAN, 
young, secks situation. Long experi- 
ence in layouts, client's visuals, blocks. 
oe Some finished work. 
anyw 
Box 9502, Ad. Weekly 180 Fleet St EC4 


TRCOCAL PRINT DUYVER/PRO- 
UCTION man, well educa’ secks 
ition hand 


ante posi’ ling oeiat for 
Agency, Publishing Conipaay or 
co : Ex-wholetime studem G 
years) and presem part-time lecturer 
ncaa of Printing. Experi- 
_ comp., reader, representative, 
er coerk, etc. Wide technical know- 
4 all ~~ ee 18 years in trade 
ye Age 35, keen and 
Box 9303 ” Weekly 180 Fleet St BC4 


| 


to CHA 8844 (Ex 23) 


Please contact G. A. 

Usher, The Alcuin Press, 32 Bridge 

Road East, Welwyn Garden City, 
Herts, Telephone: 4101. 


PRINTER Ce pad for work 
small auto xy" Paper available 
for colour work. Size up to Royal. 
London area. 

_ Box 9490 Ad. Weekly 180 Fleet St EC4 

PRINTERS can accept additional! 
Periodical High quality, moderate 
ay punctuality 

ox 9486 Ad. Weekly 180 Fleet St BC4 

PUBLICITY MATTER, iecaficts, ~ bro- 

owe. 8 grinned speedily and efficiently. 


invited. 
9487 Ad. Weekly 180 Fleet St BC4 
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ADVERTISER'S WEEKLY 


Advertiser's 


F, AST OFFSET PRESSES 


MULTI-COLOUR 


SPECIAL MACHINE 


PLATE PREPARATION 


— 


ACCURATE noe 


VALUES 


CAREF |) en 


SELECTION 


Wass. Pritchard & Co, Limited 


THE COLOUR PRINTERS 


Romney Press 


—— a 
$$ —___$_____ 


Weekly 


CARE 


ATTENTION 


“Speed is the Essence of the Contract”. Often 

this may be so and when necessary we can fulfil such 
requirements, our machines being the speediest, 
latest and best. 
“Highest Quality” is our target and we place this 
foremost in importance. We have the interest, 
experience: and technicians essential for such 
productions. 


The preparation of machine plates is given 

especial care and study, this being the basis and 
key of all high-class work. 
All processes are handled by our own highly 
skilled operators in our Photographic and Process 
Departments which are equipped with the most 
modern apparatus. 


Consultations and tests with the makers of inks 
and materials are made before we proceed with 
production. 

With these combined experiences we are able to 
achieve our standard of The “Highest Quality”. 


Paper and boards have their own special char- 
acteristics and are made specially to suit production 
processes. 

Having practical knowledge, combined with tech- 
nical experience, we are able to confidently make 
the right selections and so ensure satisfaction. 


TRACE MARK 


85 FENCHURCH STREET » LONDON: EC3 


TELEPHONE: ROYAL 7141(3 LINES). TELEGRAMS-WASPRITCH.FEN,LONDON. CABLEGRAMS-WASPRITCH,LONDON. 


Tuurspay, May 17, 1951 
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Post free 
55/- (overseas) 


STOP PRESS 


NEW POST RATES: 
PROTEST IS 
RENEWED 


penny postag 

ef letters and printed papers 
represents in aggregate su a 
heavy percentage of increase on 
- + i | f nny that 

ective me oO! 
storm of protest G- i- 
rather than abating. 

price increase is causing 

much consternation which ma: 
herald a decline in use of 
medium of selling. Result may 
well be greatly reduced 
revenue and dislocation of sales 
— of vast number 

tish from large or; - 
isations who distribute millions 
of pieces of selling material 
down to small trader who is not 
without importance in economic 
structure of this country. 

“No part litics are in- 
volved in th ue. Officers of 
this and other trade associations 
are gravely disturbed by your 
ae and urgently request 

earing before this price in- 
crease becomes operative. 

“Ws earnestly request early 
opportunity wai m you 
to present case which is strong 
enough to justify your further 
consideration.” 


CAMPAIGN NEWS 


For Duff Gordon, “El Cid” 


Advertising in national 
—-- - | eeks 
sponsor: mme. w 
-~ pro e in Dublin's 
tre al just concluded. 
ts: O’Keeffe’s Advertising 
Service Ltd., Dublin. 
Douglass & Co., Lid. Liver- 
l, have increased advertising 


Sedetea engineer, 


Published by the P: 


roprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet 
May 17, 1951. Printed in England by Staples Printers Limited 


at their Great Titchfield 


Street, London, E.C.4. (Phone: Chancery 8844.) 
Street, London, establishment. 
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